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Window Lighting Service on 
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tible to adjustment for three 
different sized lamps. This 
adjustment is made instantly ‘ 
eeeeres, cue collapsible nek. ogi Bedell Store, 
o special holders are required. ae abe: 
The pekatiors for the standard org Sey Portland, O 
3% inch holders used every- 
where. Color screens can be 
attached without extra clamps, 
hooks, etc. Described in our 
Circular No. 77. 





Ow! Drug Store, 
Long Beach, Cals 


MULTILITE in Stores 

A continuous reflector using units built on the Mas™ 
: pb gs gs atagtebic from 60 watt to 
watt lamps, Multilite reflectors come in units 0 ‘ : er : , ‘ 
tas é ten individual reflectors. ‘They are wired ays will find in the flexibility of this complete window light- 
and ready install, eliminating cost of indi- ing service the reason for its amazing success. It is adapt- 
. vidual outlets. The unit construction gives far able to every type and size of store. The economy. and beauty 
greater flexibility of light and color control and that make it the choice of the great leading stores all over the 


results in neater, more eeconomical illumination. : 
B. country can be realized by the very smallest. 


Described in our Circular No. 79- 
Each unit that we make isthe result of three generations of 


SPOT-0-FLOD effort to produce the ideal window service. 
A combination spot. and flood Multilite—Silverlite—Spot-O-Flod. Singly or together, you will 
sent germuitting of instant ad: find this complete window lighting service the most effective and 


justment without the use of : 
tools, to any angle. The beam is economical that you can use. 


oe eR 6 oe - ve of 24 F a 

inches to flood of ten feet at a 

distance of ten feet. Color frame The Frink Co., Inc. 
and screens come with each unit 
and permit of individual color 235 Tenth Avenue, New York 


spot or flood of entire window. s SS a: 
Described in our Circular No. 84. Branches in Principal Cities 
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| Smart Lines Feature the Newest Display Form 


Hip measurements, proportions, posture, that are of 
vital importance to the effective display of the 1928 
styles. Natural shoulders, back and bust, finished to 
the waist for evening gown display in a delicate flesh 
tint enamel. 

Forms for 1928 Display—Consult 


J. R. PALMENBERG’S SONS, Inc. 


1412 Broadway at 39th Street, New York 
CHICAGO BOSTON 
204 W. Jackson Blvd. 26 Kingston Street 


SAN FRANCISCO 
11 First Street 


= ee oe ee oe ee oe ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee 





é 


te 2 6 A eee eee OR 











aaghat 


EAE PELLET ta aE 4 





LAE RIE NET 


a 









| 
| 
| 


ra mA Ter NNN 


be SATE 


a 


ATT Teed SSA TTT RSIS 


RAIMI 





RT SA 25ST 29ST 9ST YS 2 SAT 2 SAT STS 


ST SAR SAT TTT 


Ube SALT 








IN THIS ISSUE 


January is a fitting month for 
reflection upon the accomplish- 
ments and reversals of the year 
that is past and the DISPLAY 
WORLD now in your hands is 
strongly tinctured with this retro- 
spective flavor. Following the 
precedent of other years, it car- 
ries the “Annual Display Review” 
with its directories of display 
bodies and manufacturers. Ad- 
visory board members have con- 
tributed their predictions upon 
the profession’s outlook for 1928, 
and eminent writers of two con- 
tinents have joined in this con- 
templation of past and present 
with their observations upon con- 
ditions here and abroad. 

John Briton’s “How Display 
Fared in England in 1927,” Gunther 
Thaer’s “German Thumbs Down 
on Modernism,” and J. Brom- 
met’s “Few Changes in Dutch 
Display in 1927” are important 
units of this series. 

Current ideas in selling display 
are contained in the customary 
editorials. The “Chicago Monthly 
Display Review” by J. Duncan 
Williams, and “With the New 
York Displaymen” are particu- 
larly rich in detail and ideas for 
department stores. “Sixth Sports- 
men’s Week Celebrated” by How- 
ard Haupt, and “Turn to the 
Right in Tool Displays” will be 
valuable to hardware -display. 

C. H. Fadem discusses a seri- 
ous situation and a remedy for 
national advertisers’ displays in 
“Stylization,” and Edgar P. Nel- 
son covers a new field for the 
display service in “The Essentials 
of Banking Windows.” “Selling 
Phone Service by Display” by 
Robert R. Stevens details methods 
of interest to utilities. 

The department store display 


manager seeking ideas for his’ 


next anniversary decoration will 
find them in “Half Century of 
Service Visualized.” “Price Al- 
lowed to Eclipse Quality” will in- 
terest the furniture windowman. 

Ideas for shoe trims are brim- 
ming in W. L. Dodd’s “Selling 
Shoes by Seasonal Displays” and 
“Employing the Attraction De- 
vice.” And members of all divi- 
sions of display will find little 
known facts about color in 
“Color’s Magic Rescues Jimmy 
Parsons.” 

“Hewitt Makes Asset of Dis- 
play Detail,” “No Stunts in These 
Salesmakers” and “Why Make 
the Stocky Trim a Jumble” by 
E. B. Kantor, present a variety 
of designs for clothing trims. 
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Illuminated Colored Crystal Birds 


An advantageous purchase of 
a large number of these desir- 
able imported crystal birds has 
enabled us to effect a sub- 
stantial saving, which we take 
pleasure in passing on to our 
customers. 





The stand is finished in gold. 
Birds are made of crystal glass, 
richly ornamented with cut 











i glass feathers, colored beads 
and prisms. Height over all, 
6 feet. 


i Price complete with stand, 
tt cord and socket, wired ready 


ee for use, | 
i es $39.00 | 




















No. 9250 No. 9252 


Ghe Botanical Decorating Co. 


(ESTABLISHED 1896) 














319 to 327 West Van Buren Street Chicago, Illinois 
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The Close of a Year of Progress 


By WILLIAM L. STENSGAARD, President, J. A. D. M., Chicago 


T the close of another yeat of progress, in which 
each of us as individuals, and our profession and 
organization as a whole, have prospered and ad- 
vanced, all by which modern merchandising has 

benefited, it seems fitting to rejoice in our accomplishments. 
I really believe that each of us must acknowledge that only 
through the unselfish spirit of helpfulness and cooperation 
could we expect to accomplish the real purpose for which 
we are bound together as The International Association of 
Displaymen. Our success, however suddenly it appears, 
usually will be found to have started far back in the past, 
not then as success, but as experiences that have made suc- 
cess possible. 

Today, display is recognized as an integral part of any 
merchandising plan. It has become a science and profes- 
sion of which we can be justly proud. Our constant research 
will continue to build up facts by which both manufacturers 
and retailers can be influenced to a greater use and expendi- 
ture in the medium of display. We have to offer a most 
effective type of advertising with three dimensions, in color, 
at point of sale, at less cost per unit of circulation than 
any other advertising medium. It is a medium to be likened 
unto newspaper advertising, for it is not the space but what 
goes into that space which determines the dividend on the 
investment. By coordinated study and research it is the 
ambition of this organization to continue to keep display at 
a point of efficiency to compete with such advancement as 
may take place in-any other advertising medium, and, further, 
to widen our scope of activities. 

I quote the recent remarks of the president of one of 
America’s greatest retail establishments—in stating six essen- 
tial points to be the success of retail selling today. Two 
points were: “Be a good showman, creating artistic displays 
in an esthetic atmosphere,” and “Do less advertising, but do 
it better.” The president of a great manufacturing concern 
doing national advertising, said of his display program, when 
ordering its increase: “It is just as good advertising as we 


- 


“Gay 


can buy in other mediums.” These remarks are a true in- 
dication that display investments do and shall continue to 
justify a rapid increase by comparison of advertising value, 
when measured by the same standards as an advertising 
medium. 


Our departmentals, educational section, publicity and 
membeiship committees, are accomplishing a worthy work. 
The local clubs throughout the country have shown a marked 
increase in numbers and activity. The demand for the recent 
book, “Facts,” which gives the statistics as to manufacturers’ 
display helps for dealers, as compiled from a research among 
our membership, continues. Thousands of copies have been 
mailed to advertising and display organizations, to libraries, 
agencies, publications, manufacturers, members, and others. 
Replies indicate that it has proven itself to be one of the 
most constructive works ever conducted on this subject, and 
it is even being used as a textbook by many schools and 
universities. It has perhaps also received more favorable 
publicity for the value of display than any work in years. 
We shall continue this work and a thorough research as to 
the cost per unit of store window circulation is now under 
way. 


We could go on with innumerable details of the associa- 
tion’s work, but our bulletins to members informs you in 
detail. Our thirty-first annual convention, to be held in 
Toronto next June, promises to be, without doubt, the greatest 
in our history. It behooves each and every one of us to do 
all possible for the advancement of our profession. You may 
ask, “What can I do?” The first activity I can suggest is 
to secure new members—this is one of your obligations to 
the growth of your association. Assist in the organization 
of new locals. When you analyze that all which is done for 
the advancement of display reacts to you and your progress, 
certainly you can only want to be active, pay your dues 
promptly, and even make “better displays.” Our progress 
during 1928 should be even greater than in the past. 
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Jonray for Spring 


Late Winter and Early Spring—months that test 
the displayman’s skill. Windows need seasonable 
color and arrangement. Do it with Jonray, the 

- new Hi-Pile Window Plush. For Backgrounds, 
Puffing, Draping, Mats and Curtains. Full of life 
and sheen. 24 inches wide. 























- SIX WONDERFUL COLORS - 


Royal Purple Bud Green 
Orange Lindbergh Blue 
Myrtle Green Ruby Red 


AT A WONDERFUL PRICE 
$2.00 Per Yard 


Samples on Request 
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| of our catalog— 


“The Guide to Better Window Displays” 


is now ready for mailing. 
It shows varied new Spring 
decoratives of modern de- 
y THE ADLERSJONES CO sign. Get your free copy. | 











CHICAGO 








You Are Invited to Visit Our Show- 
tooms When in Chicago. Hundteds 
of New Spring Pieces Now on Display. 


The Adler-Jones Co., wetts’sr. Chicago 
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1928 Forecasts By the DISPLAY WORLD Advisory Staff 








Outlook Bright for Good Displaymen 


By CHARLES L. JONES, JR., J. B. Mosby Co., Richmond, Va. 


HE outlook for display managers was never as bright 
as it is today. Future possibilities are unlimited. 
Wise merchants will, for the year 1928 (and ever 
after), place display appropriations at a figure far 


‘above that ever dreamed of by the most enthusiastic display 


manager. 

In the printed advertisement of today there is an increas- 
ing tendency towards brief copy and a greater use of art 
work, in many cases giving an exact reproduction of the item 
for sale, at other times fancy embellishments to arrest the 
attention of the rapid reader of today. The smart merchant 
has learned that this is the successful means of getting his 
ads read these busy days. 

What, then, about the busy, fast-moving throngs upon the 
street? Here let me make reference to that truthful slogan 
of the DISPLAY WORLD: “Window Advertising Makes 
the Passer Buy.” The truth concerning window display could 
not be told in fewer words, but Mr. Display Manager and Mr. 
Merchant, let me ask you a present-day question of utmost 
importance: “Do your windows make the passer STOP?” 


This is paramount. Billboards are designed with striking 
illustrations and bold lettering that he who runs may read. 
But he who buys must stop. 


Progressive store owners and managers have learned 
this. Many outstanding stores that are far m the lead have 
known this for many years and have spared no expense, if it 
could be called that, to make their windows outstanding, and 
their executives today attribute a large portion of the stores’ 
success to the proper display of merchandise. 


Merchandise must be dramatized. And good display pays 
a twofold profit—via the direct sale of the merchandise dis- 


played, and the prestige the store gains by having beautiful 
windows. 

In every city, township and village there stands open the 
door of opportunity to have the most outstanding windows 
in the community. Will you, Mr. Merchant, be that leader, 
or will you follow? 

For 1928 the outlook is bright for “good display man- 
agers.” The year 1928 will bring them into their own if in- 
dications can possibly be read, because the following reasons 
are manifest: Newspaper space is fast reaching a prohibitive 
rate and at the same time losing its pulling power except 
when the merchant wants to sell his goods at and below cost. 
Secondly, the people are finding less time to spend on the 
newspaper. The head lines are read and the advertisements 
scanned for cut prices. Last, but not least, the merchant 
must make his appeal through other media—the least ex- 
pensive and the most direct being his windows, occupying 
the most expensive bit of rental space in the store—the 
place where the prospective customer receives the first im- 
pressions of the character of the store. And the first impres- 
sions are lasting. I say the wise merchant will not overlook 
the importance of “window display” for 1928. 

Just a word further about the window appropriation. Mr. 
Merchant, you would not employ an advertising staff con- 
sisting of a manager, artist and expert copy writer, and stop 
at that and expect them to pull business to the store. No, you 
would follow through with a nice appropriation for space in 
the papers. The smart merchant for 1928 (and ever after) 
will deal likewiese with his display manager and give him a 
reasonable allowance for display work, for the best men in 
the profession will confess that without this their hands are 
tied. 


1928 A Challenge— 1927 A Victory 


By O. WALLACE DAVIS, H. Batterman Co., Brooklyn, N. Y. 


EEN sensing of the drift and significance of his 
work is essential for the displayman who would 
make progress. He must understand “The Why” 
as well as to know the fact “It Is.” He cannot 

securely ride on the drift. He must ever be propelled by 
the trend and not only be abreast of the times, but always 
have one foot poised for an adventurous step in advance of 
the crowd. The days of the hose and buggy traveling the 
highways guided by the sign posts at the crossroads have 
been supplanted by “The Hour” of the “Lone Eagles” of the 
profession. New records are being made by those who fly 
out on the untried lanes of endeavor—out where there are 
no guide-posts and but good judgment and an urge in the 
general direction to keep one on the correct upward trend— 
whose only instrument for guidance is “The Knowing Why.” 


A train pulled into a station and a man came along 
tapping the car wheels with a hammer. An interested spec- 
tator remarked, “I have seen you do that for many years.” 
“Yes,” came the reply, “twenty-seven years.” “What’s the 
big idea?” asked the stranger. “Darned if I know,” was the 
reply. 

Too many men are so lost in the routine of their work, 
buried so deep in the smaller details, that little time or 
energy is left to grasp the bigger, better and newer develop- 
ments that must ever bé the stepping-stones to greater ac- 
complishment. 





January ist is certainly an ideal time to renew our in- 
terest, to gain a new inspiration and get “into the why” of 
the business. 


It presents a splendid opportunity to determine not to 
“stumble blindly down the ways, just getting somehow 
through the days,” and to resolve with a higher ambition, a 
firmer courage, a more alert mind, to reach out with more 
eager hands for bigger, better tasks to perform, larger re- 
sponsibilities to assume, and withal, a keener understanding 
of “the why of things.” 

Let’s keep eager to do a bit more than our bit. If Janu- 
ary ist is an ideal time for a rededication of one’s work, De- 
cember 3ist is equally opportune for a thankful reminiscence. 

When I recall the tremendous amount of work performed, 
the many tasks accomplished, with success and failure both 
attending, troubles, pleasures, losses, gains forming a grand 
total of “not so bad,” there comes a great sense of thank- 
fulness and a knowledge that life is gracious, and work 
wholesome. 


That satisfaction awaits the man who spares not himself 
but gives his best without stint to the work he has chosen to 
perform; therefore, let us resolve that our motto for 1927 
shall be something along these lines of Henry Van Dyke: 

“This is my work, my blessing, not my doom; 

Of all who live, I am the one by whom 

This work can best be rightly done. 
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HANDKERCHIEFS, 
GLOVES AND 
FORDS 


Petite or Bulky, Mer- 
chandise is Merchandise 
with M. F. Hershey, Dis- 
play Manager for the 
Stewart Dry Goods Co., 
Louisville, as is Demon- 
strated im the displays 
shown here. 


A Holiday Handkerchief 
Window in Unit 
Style. 





Holiday Glove Display 
Showing Matching 
Gloves, Umbrellas and 
Bags. 





Presenting the New 
“Ford” to Louisville 
Before a Modern Art 
Background. 
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Then I shall cheerfully greet the laboring hours and 
cheerfully turn, 


When long shadows fall at eventide, to play, to love, 
and rest 


Because I know for me my work is best.” 
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To the men of our profession, my greeting for you this 
new year is the same as I wish for myself—health in abun- 
dance; work aplenty! remuneration, in harmony with your 
efforts. Appreciation of, and by your fellow-men, a life 
brimful of happiness and contentment. And may satisfaction 
be written across the entire page of 1927 for you and me. 


In the New Year “Trade Up” Displays 
By W. C. KIRBY, E. R. Squibb & Sons, New York City 


N your trips around the familiar streets of your 
home town or business district, have you noticed 
that many small and heretofore unpretentious 
tradesmen have done the “high hat?” Have you 

noticed, for instance, as I did a few nights ago, that the 
local tailor, 90 per cent of whose business consists of press- 
ing trousers, now conducts a “Valet Shoppe,” according to 
*the newly-lettered gold sign on his window; or that the 
humble plumber, a few doors away, has transcended to a 
“Sanitary Engineer”; or that the good-natured electrician, 
who performs odd jobs with the electrical wiring in your 
house, is now an “Electrologist?” 

Such stunts for obtaining a new interest or a better ap- 
preciation of an old subject has been used in a great num- 
ber of ways during recent years. The reason for the change 
in name is obvious and is usually justified. When a name or 
a symbol becomes threadbare and meaningless from the wear 
of years and constant usage, then it is high time it was re- 
placed with a more worthy name. 

Because window displays are very close to my surface of 
consciousness, I wondered whether a change in name might 
help to disassociate this medium of advertising (which has 
only recently come into its own) from its old name and its 
.old, dusty meaning and yield a better understanding of its 
true value. 

Why is it that so many salesmen, retailers and adver- 
tisers are inclined to consider window display material as so 
much card board and colored ink instead of the advertising 
force that these materials represent when properly combined? 
Why is it that, although newspapers and magazines are made 
up of exactly the same materials, that they are considered an 
advertising force? It is, indeed, a peculiar puzzle. Consider 
that point for a moment. Both mediums start from scratch. 
The component parts of both are made of exactly the same 
materials, yet in the final stage newspapers and magazines 
become a force and displays remain paper and ink. 


This might sound a bit far-fetched to some, but we know 
that many advertisers and retailers unconsciously lose sight 
of the fact that window displays have just as great po- 
tentialities for increasing sales as other forms of advertising, 
and that they are not simply a means of decorating store 
windows. 

But the “old order changeth” and remarkable strides are 
being made in giving window displays their proper place in 
the advertising field. This is evidenced by the much higher 
type of window displays we have seen in drug store windows 
during 1927 than we did in previous years. It is also indi- 
cated by the larger amounts of money national advertisers 
are spending on this medium; the increasing growth of in- 
stallation service, and’ the intense interest being shown by 
every field of advertising in the Window Display Advertis- 
ing Association, which is showing a steadily increasing 
membership every year. Credit is now being givn to win- 
dow displays for sales results where we were once inclined 
to attribute them to other causes. 

So let us adjust our thinking and our talking to this new 
trend. In the future, let us resolve to call window displays 
as such, simply as a means of identification. Let us keep 
before us their new significance and consider them “sales 
clinchers,” for that is exactly what they are. 

Never before in the history of business has the adver- 
tiser needed the support of the retail druggist as he does to- 
day, and never has there been such an excellent incentive 
for the advertiser to produce material which, because of its 
sheer sales-producing qualities, will win the respect and ad- 
miration of the retailer and receive for the material a promi- 
nent place in his store. It would be a good resolution for 
all of us to make at this time of the year when resolutions 
are timely that we will look upon our window display ma- 
terial just a little bit more with the cold, searching eye of 
sales production, as well as with the soft, esthetic glance of 
artistic perfection. 


Displaymen! 1928 Is Up to ee 


By A. W. COATES, W. W. Merts Co., Torrington, Conn. 


EEMINGLY business is in a sound condition for 
expansion, if we are to look to the basic indica- 
tions of business, the bank clearances, and buy- 
ing power as indicated by payrolls, which are 

pointing upward. We prefer to look forward rather than 
back, and, accepting things as they are, consider what may 
be done to improve them. 


During 1928 business profits will be large in the aggregate, 
but they will go to the firms that operate so efficiently that 
they can undersell their competitors, or that produce goods 
that are distinctively more attractive—or goods that appear 
more attractive—through proper handling and exploitation. 
This is where the displayman, through efficient display of 
merchandise in windows and interior, has the opportunity 
to produce results in attainment of profit, which is the aim 
of every retail organization. 

Every calendar year holds at least three hundred and 
sixty-five opportunities in store for the self-reliant man, the 
fellow who says, “I can and will,” and then does it; and 
1928 is no different from other years. 

Mr. Displayman, it is up to you! If you will only perfect 





yourself in your present job and train for the position! After 
all, you are what you make yourself. You are your own 
wares. The man who employs you is your customer. Step 
by step, constantly add to your store of knowledge, con- 
stantly fit yourself for the step ahead. Study and work; use 
every faculty within you; develop the latent, create new 
ones. Build yourself, your ability and your possibilities day 
by day, and sell yourself all the day. 

Today, as never before, there exist many avenues of 
training to him who will spare the time. We will take, for 
instance, the trade papers. To anyone who has read the ma- 
terial printed in the trade papers for the last twelve or 
fifteen years, it is surprising how much more constructive 
they now are than they were in the past. The DISPLAY 
WORLD has made for itself a solid place. 

Even though you may think my judgment biased, I sug- 
gest the proposition of window display to the young man 
seeking an opportunity of advancement in the department 
store field. Retailing is the heart of our commercial system. 
There is a well worthwhile future in this vocation for well- 
trained men and women with high ideals for “service.” 
(MORE ANNUAL REVIEW FEATURES ON PAGE 82) 
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Chicago Monthly Display Review 


Clothes for Southern Wear Take Precedence on State Street as 
Holidays Pass—Clearance Sales Hold the Boards 


By J. DUNCAN WILLIAMS 
Special Correspondent, DISPLAY WORLD 


FTER-CHRISTMAS displays of styles for 
those who migrate to warmer climes during 
the winter months has become as fixed 
and as certain a part of the merchandising 
calendar of the better stores as the clear- 

ance sales after the Fourth of July. 

In addition to extensive window display space ac- 
corded to the event, there are pages and pages of news- 
paper advertising propagating the same appeal to those 
who can afford to make the annual pilgrimage, whether 
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for the full season or for a short winter vacation of two 
weeks or more. 

Not only do the more prominent State Street stores 
take the event seriously, but’ so do the smarter and 
smaller shops along Michigan Avenue and the streets in 
between. It might appear that these interesting displays 
appeal to only a small portion of the general public, but 


there certainly must be sufficient demand for this class © 


of merchandise to warrant the space given to its display. 

Coincidental with more elaborate displays—and in 
many cases in the same stores 
and at the same time—displays 
of winter merchandise at clear- 
ance sale prices are featured 
extensively enough to intrigue 
the fancy and open the purse- 
strings of the stay-at-homes. 

Naturally, one expects the 
most interesting and spectacular 
displays to appear in the win- 
dows of Marshall Field & Co.’s 
store, because of the position of 
leadership long since established 
in the retail district of the 
Windy City. Nor is one usually 
mistaken in finding what one 
expects there, especially in the 
windows. 

The same window back- 
grounds that were installed for 
the autumn opening, and which 
were used quite appropriately 
for the subsequent Christmas 
displays with the introduction 
of a single set-piece designed 
for the occasion, are being used 
for the displays of spring and 
summer styles now on exhibi- 
tion. The Christmas set-piece 
has, of course, been removed 
and replaced with one equally 
appropriate for the present dis- 
plays. It consists of a huge 
green vase slightly more than 





VIVE SOUTHERN WEAR—Man- 
del’s hail advent of resort season 
with pictorial backgrounds of Flor- 
ida beaches supporting summery 
apparel displays; Allen Kagey su- 
pervised the installations; below 
is a Marshall Field window show- 
ing how the autumn opening back- 
grounds have been made appro- 
priate for southern garb by huge 
floral bouguets. This is the work 
of A. V.. Fraser. 
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three feet high, of square shape and modeled somewhat 
after a tree-trunk. This is filled with a huge bouquet 
of pink and white spring flowers with pale green foliage. 
The height of the piece from the floor to the topmost 
flower is between eight and nine feet, and the width of 
the bouquet at its fullest point is between six and seven 
feet. 

In some of the windows along State Street the bou- 
quet set-piece is placed at the left end of the window 
with two figures wearing smart spring ensembles posed 
together at the right. In other windows the vase is 
located near the center of the window with the figures 
shown at either side, with perhaps a chair, a table or 
some other merchandise accessories used here or there 
for incidental balance. 

The entire State Street front is treated in this 
manner, and the view from across the street, or from 
the street-cars, motor buses and automobiles passing 
along the block is one that cannot fail to impart the 
purpose of the particular event. The combination of 
the spring flowers and the spring styles is completely 
interpretive and extremely interesting. Not only are 
these windows attractive from a decorative point of 
view, but they are interesting from the style point of 
view. People do not pass these windows with a casual 
glance or an occasional pause, but hundreds may be seen 
at almost any time of the day or early evening intently 
observing and studying the styles displayed in these 
windows. 

The corner window at State and Washington Streets 
shows an impressive display of table linens, white, pink, 
pale green, lavender and pale yellow sets being featured. 
Three of the large bouquets of spring flowers are used 
with splendid effect in this showing. The corner win- 
dow at Randolph and State Streets displays four or five 
feminine figures wearing different types of smart sports 
apparel. In the very center of the window are two 
small children’s figures posed with the arm of the larger 
around the back of the smaller one, both dressed in 
sports apparel. 

At Stevens’ the large island window display is rather 
crowded with women’s apparel, each garment with a 
ticket revealing reduced prices. Four window cards 
placed at vantage points carry the simple wording: 
“Semi-Annual Clearance Sale.”’ 

Mandel Brothers show the most pronounced effort 
for display of styles for southern travelers. Mandels’ 
always go in for this event strongly. Their “Palmetto 
Shop” is a distinct store within a store, featuring noth- 
ing but smart styles for southern wear. 


The windows have been treated very effectively 
through specially painted scenic backgrounds of a full 
panel covering the entire width and height of the back- 
ground wall, on which have been painted scenes depict- 
ing famous resort hotels with identifying surroundings. 
At either one side or the other is a close-up picture 
showing figures seated at a table or riding in beach 
chairs, etc. The wing screens at the ends of the back- 
ground panels have palm trees painted on them and pro- 
vide an appropriate relief to the main panel scenics. 
These scenic panels are done in silver, sepia and green 
tones, with perhaps a bit of more brilliant colors used 
in the close-up pictures. 

Most of the Mandel windows around State and 
Madison corner feature women’s apparel shown in cer- 
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rectly related ensemble displays. There is, however, 
one window featuring a display of table linens shown in 
an assortment of pastel colorings. And another one in 
which lingerie is displayed most attractively by using a 
peach-colored georgette with cream lace and bits of 
decorative ribbons. 

The southern style displays at Carson, Pirie, Scott 
& Co.’s followed their general window policy of show- 
ing several windows with -tastefully selected styles 
grouped in each unit. The backgrounds were not 
changed for the occasion. However, here and there, on 
a table in a window, a vase of spring flowers appeared, 
or did not appear, as the case called for. The articles 
of apparel were made to “look the part” as much as 
possible, and then there were small window cards of 
white board with green lettering, printed, and reading: 
“Fashions Follow the Sun—Coats, Fourth Floor.” 

Looking at the windows of Carson, Pirie, Scott & 
Co., one could hardly tell from the windows themselves 
that J. E. Tannehill had passed on, so well has he trained 
“his boys” to carry on the work of the display depart- 
ment without his physical presence and supervision. 

Not long since we had luncheon together, during 
which time he spoke of that and other things. While 
he will be missed a great deal in the store councils and 
by many outside the store who knew him, he will be 
missed most within his own department, among the 
young men whom he has trained and guided in ideals as 
well as display technique and principles of art. 

He was a sincere and splendid fellow, whose real 
ability was handicapped to some extent by store policy 
governing the windows during the past few years. 
However, in previous years, when he had a freer hand 
and a less limited appropriation, his opening displays 
were sometimes second and never below third rank on 
the street. 

While he has passed on, he will not soon be for- 
gotten. His influence and idealism will live, and per- 
haps expand through those who were most immediately 
associated with him. 


The Fair windows are rather well filled with mer- 
chandise featured in the “January Sales” advertising 
and merchandising. Not crowded, but well-arranged 
displays, related items in each separate window and 
price tickets on the more important articles. The win- 
dow cards, one o fwhich appears in the center of every 
window, were “wordy” with selling thought. 

The State Street windows display women’s coats, 
dresses, millinery and lingerie for the greater part, with 
the exception of one furniture and one table linen dis- 
play. The large window at the corner carries a display 
of “Advance Spring Styles in Women’s Dresses,” fea- 
turing two different shades—blue on the State Street 
front and a sand shade on the Adams Street side. 

The Boston Store windows are also brimming with 
January sale artciles of every sort, with specially printed 
window cards and price tickets filled in by hand with 
descriptive copy and prices. 

Among the more prominent men’s shops along State 
Street are those of The Hub, Maurice L. Rothschild and 
Baskin. The latter’s displays, under the direction of 
Harold F. Gale, are showing suits and overcoats at two 
reduced prices—$37 and $46. The latter price claims 
values up to $65. The windows are trimmed with but 


(Continued on page 15) 
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German Thumbs Downon ModernArt 


Passage of 1927 Sees “The Newer Simplicity” Push Expressiomsm 
From the Limelight—Lighting Makes Great Strides 


3y GUNTHER THAER 
Special Correspondent, DISPLAY WORLD 


T is perhaps a trifle dangerous 
when dealing with a continu- 
ous development such as is 
embodied in window display 
to single out a limited period 
for microscopical examina- 

tion. Causes that have their origin in a 

much more remote time, threads that lead 

far into the future, are bound up in it, 
and hence it would be well at the begin- 
ning of these lines to emphasize that 
though the structure of German display is 
typical and characteristic, and bears evi- 
dence of many new trends of development, 

not all of these have begun with January 1 

or come to a conclusion on December 31 

of any year. 

It is profitable for us in order to prog- 
ress in orderly fashion at the beginning to 
consider the window’s architecture and 
general aspects. Here we make the inter- 
esting discovery that in contrast with the 
American window there is a_ noticeable 
tendency to contract the extent of the win- 
dow in height and depth. The medium- 
sized window, that in a measure affects 
the character of the merchandise, has like- 
wise come into vogue. The analysis (and 
we Germans are always analyzing) that 
has caused abandonment of the deep win- 
dow is not wholly without justification. 
The window is not charged with the task 
of expressing store prestige. The store 
front carries this responsibility. It is much 
more profitable for the window to focus 
attention on the merchandise, and this is 
an impossibility when the goods are lost 
in spaces of huge proportions. It is easier 
and more productive to show them in 
smaller windows and likewise easier to 
procure good lighting effects. The ques- 
tion as to whether or not the window back 
should be open or enclosed, as in prior 
years, finds divided opinion, one party 
holding to the first position, for the reason 
that in this way the appearance of the 
merchandise is strengthened, and secondly, 
crystallization of frost on the plate glass 
is prevented. The great business houses 
of Berlin and other thickly populated 
cities, however, have stood consistently for 
open backs, and through the introduction 
of electrical heating systems have obviated 
redecoration of the windows every four or 
five days, as was formerly the case. The 
modern window ranges in its furnishings 











CURRENT GERMAN DISPLAYS—At 
the top is an exquisite silk window de- 
signed by Bruno Seydel, president of the 
German Association, for Michel & Cie, 
Berlin; center shows a solid back setting 
with a figure clad in brocade standing on a 
gold and silver pyramid; the design is by 
E. Winter, H. Grieder & Cie, Zurich; the 
base is “The Awakening,” one of a series 
by E. Hippel, E. V. Grunfeld, Berlin. 
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EXAMPLES OF 
FRENCH WINDOW 
DECORATION 


An island window showing at the 
Printemps, Paris, illustrating good 
use of the rare cylindrical island. 


A window from the Bon Marche, 
Paris, which illustrates the ar- 
rangement of figures and the type 
of backgrounds favored by the 
French displaymen. 
















from ordinary pine to the most costly mahogany, usually 
executed with skill, although the form is comparatively 
simple, since it is the object of the designers to avoid elabora- 
tion that might handicap display possibilities. The issue of 
the character of furnishings does not play a prominent role 
today, as most of the well-informed business people are now 
making use of temporary backgrounds. 

Because of its close relation we should cast a fleeting 
glance upon show window lighting which must now be con- 
sidered as an element of window furnishings. In this field, 
as contrasted with the past, a remarkable advance has been 
noted in the course of the past year, since the check, which 
in a certain measure was placed upon it by the rigors of 
war-time and the succeeding reconstruction period, has been 
removed by a great propaganda campaign in behalf of elec- 
trical advertising of every kind. Lectures, campaigns, con- 
tests and similar media have heralded the advantages of 
good lighting to the business world, and whereas last year 
unbelievably obsolete lighting equipment could be seen in 
the business sections of the great cities, today not only here 
but also in the provincial cities indirect lighting equipment 
is being adopted and installed. This is the result of the 
estabishment in Berlin of the “1926 window lighting pro- 
motion,’ which in a fashion became a clearing house 
for all of the elements contributing to this movement and 
will be maintained during the coming year. As this “renais- 
sance” is concluding, a much more extensive movement 
launched in 1927 succeeding it and pressed with vigor as the 
full meaning of the lighting propaganda penetrates business 
circles encourages window lighting from store closing till 
midnight. The custom which has already gained a foothold 
in the large cities has won public favor as the late evening 
aspects of the streets will in consequence be perceptibly 
livened. 


So far we may consider the German show window and its 
development as a unit regardless as to whether metropolitan 
or provincial, since these same characteristics appear in all 
divisions and branches of retail business. Much less uniform- 
ity appears, however, in display design, on which we now 
intend to comment, sincé local conditions and the varying 
tastes of the public naturally play a dominant role. Though 





the same common principles are everywhere present, the type 
of decoration conforming to the preferences of the public, it 
is evident that they divide into two classes. We will take 
as the dominant class the artistic, symmetrical and orderly 
type found in the show windows of the great business houses. 
The new trend of art in this group has been christened as 
“simplicity.” In its application every feature of the deco- 
ration is ruthlessly subordinated to sales promotion, and 
where not so long ago we were accustomed to look with 
astonishment upon fantastic and impressionistic window spec- 
tacles we now find artistic but somewhat puritanical crea- 
tions. “Modernism Is Dead; Long Live Naturalism” could 
be appropriately declared the slogan of this movement that 
with tendencies like every new movement to quite often over- 
shoot the mark, nevertheless amuses us by trashy designs and 
brainless child’s play expressed in such creations as elephants 
made out of handkerchiefs and locomotives constructed from 
shirts. It is scarcely possible to predict its ultimate develop- 
ment, as all of the great business houses have apparently 
discovered it overnight. Only here and there and anon can 
the appraising eye find the basis for safe analysis. Its de- 
velopment must necessarily proceed slowly, since it cannot 
run very far ahead of public tast,e and this it is well known 
changes but slowly. To this extent 1927 has been for the 
show window a period of acknowledged and unacknowledged 
evolution toward severe simplicity. This idea will, if it is 
not permitted to go to extremes, doubtless extraordinarily 
affect coming developments, its best accomplishment thus far 
resting in the fact that it has again directed window deco- 
ration to its task of clean business propaganda and that will 
prevent the craft by false conceptions from chasing after 
absolute art. 

This new trend has naturally affected display accessories 
and the industries engaged in their production have neces- 
sarily been influenced. While the Parisian figures with their 
gracious lines are as much in vogue now as previously, all 
of their eccentric facial twists, their postures, and the red 
and green painted faces have run their course, making way 
for quieter and more refined forms—one could wish them to 
use a new Gothic. Moreover, the year which has just passed 


(Continued on page 13) 
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How Display Fared in England in 1927 


Better Dressing Everywhere Apparent as Retailers and Manufacturers 
Alike Grasp Its Value—Cooperatives See the Light 


By JOHN BRITON 


HE year we have just passed through has 
certainly been one of the most outstanding 
in the history of British window display. 
Marked improvements have been noticed 
on every hand, and those towns and dis- 

tricts which have been slow to take up the better and 

improved methods of window dressing are now show- 
ing interest in this direction, and bringing their displays 
up to a much better standard. The ordinary retail shop 
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and the majority of manufacturers have, for the past 
two or three years, increased their window display 
activities, and one of the features has been the big dis- 
play departments instituted by manufacturers. There 
has been, however, one class of business which has 
seemed impervious to the influence of modern window 
display, but the resistance that has continued for so 
long was at last broken down during the year 1927. 

I refer to the cooperative movement, which is repre- 
sented in every town of any size 
in ‘this country. The coopera- 
tive stores are well established, 
but for some unknown reason, 
until just recently, they have not 
permitted any expense or deco- 
ration of their windows. The 
various boards of directors and 
management, however, at last 
came to realize-the mistake in 
such a policy, and as a result the 
cooperative stores, of which 
there must be many thousands 
scattered over the British Isles, 
are now presenting as attractive 
window displays as can be found 
anywhere. 

The Display Convention, 
held at Leicester during Sep- 
tember, was a great success, 
there being nearly 400 delegates 
present. The numbers continue 
to increase as each year goes by, 
and it is confidently expected 
that next year at Southampton 
there will be an attendance of 
about 500. The association 
movement continues to spread. 
New provincial associations are 
springing up in all parts of the 
country, and it says something 
for their strength and enthusi- 
asm when it is pointed out that 
some of the provincial associa- 
tions have a membership of 150 
to 200. The British Association 
of Display Men has emerged 
from a very difficult time. At 

_ the.:moment it is showing a great 





SELFRIDGE YULETIDE TRIMS 
—Selfridge’s, founded by an Amer- 
ican merchant, still leads in Lon- 
don display. Above are three 1927 
holiday windows showing: top, a 
“Treasure Island” trim; _ center, 
holiday decoratives in a setting 
based upon a Dickens’ novel; base, 
gala apparel in a setting featured 
by a giant Christmas candelabra, 
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Stocky Sale Hosiery Trim 

With Figure Clad in Stock- 

ings. Design by R. L. 

Frazier, Goldstein’s, In- 

dianapolis. Mr. Frazier is . 

Secretary of the local Dis- 
play Club. 



















renewal of enthusiasm; much headway and splendid 
work has been accomplished during the past six months 
of this year, and there is every reason to believe that in 
the near future the B. A. D. M. will assume a place of 
great importance amongst business organizations. The 
membership is increasingly rapidly, and a new scheme 
has been introduced whereby juniors and apprentices 
may join at a reduced fee. 





Germans Reject Modern Art 


(Continued from page 11) 


marked the resolution of the natural window figure into an 
absolute mirror of the human form. If, as I said before, the 
Parisian figures remain much in favor we must take this 
with a grain of salt, since the German industries have de- 
veloped skill in this field in the last year. Under the new 
era, strangely enough the long tabooed headless bust has 
again won its way into the window and assumed a marked 
bearing upon decorations for men’s wear. 

The second and minor development has taken place in the 
windows of the smaller businesses and in a large measure in 
the provinces. While perhaps it reflects the same tendencies 
unconsciously, the taste of the average burgher is so slightly 
attuned to the new forms of art that an open experiment 
with the “newer simplicity” would be as swiftly rejected as 
resort to expressionism (which never was able to get a foot- 
hold in the provincial windows) would stamp the perpetrator 
as crazy. Since it is the primary purpose of window art to 
maintain favorable contact with the public, it is impossible 
to dismiss these provincial forms simply as backward; it is 
better to classify them as “different.” What were their fea- 
tures in 1927? Naturalistic, but “more naive, more theatrical.” 
Here the stage backdrops with mountain and valley, blue 
skies and green landscapes that in the modern window have 
been so thoroughly conventionalized, play a conspicuous role 
in their appeal to the buyer. Attraction devices in the form 
of original heads made out of wood and wallboard, and many 
effective novelties that the modern technique rejects as gross 
and ugly are here deemed the inevitable attributes of the 





well-rounded window decoration. Hence the unhampered 
decorator must labor with great care if he does not wish 
to present a pitiful fiasco to the eyes of his public and in- 
cidentally his chief. 

The struggle that has been. kindled between these two 
schools has waxed warm, thanks to the many theorists that 
have been associated with every movement in late years. 
In their zeal, both parties have forgotten that, as the chief 
requisite of every form of window decoration is its ability to 
win public approval, both schools can justify their existence. 

We have at this point reached a proper conclusion for 
our short review of German display in 1927. Should we risk 
a prophecy concerning the coming year? This is a precarious 
experiment. The only safe conclusion based upon the past 
and present is that as this yet relatively young form of dis- 
play has behind it an extraordinary swift development that 
has avoided the dangers of the sugared naturalism of pre- 
war times, as well as affected expressionism, it is conceivable 
that we may ere long see it assume a definite form of art of 
new, artistic and purified simplicity. 





SHARON CLUB ELECTION STARTS NEW YEAR 

Members of the Sharon Association of Display Men, 
Sharon, Pa., ushered in the new year auspiciously on Janu- 
ary 4 by the choice of an able group of officers, headed by 
I. E. Ogg, treasurer of the I. A. D. M., and chief executive 
of the club for several years. ‘His opposition to continuance 
in office was overruled by the club, which chose R. L. James 
as vice-president; Ralph Knapp, secretary; Ray Webber, 
treasurer, and Martin Hess, George Pearce and J. A. Stark 
as trustees. Fred McIntyre was named as publicity director. 
All of the members were in good spirits as initial plans for 
the annual Cupid’s Ball, to be held February 7, were framed. 
The club begins the year with a surplus of a thousand dollars, 
a well-furnished clubroom, and scads of enthusiasm, accord- 
ing to Publicity Director McIntyre. 





TO WINDOW COLORADO GOODS 
Return of the annual exposition of Colorado-made goods 
in the windows of Colorado stores is noted in the an- 
nouncement of the Colorado Manufacturers’ and Merchants’ 
Association that the event will be held this year from 
January 23 to 28. 




















Making the “dealer help” 
help in a stocky hosiery 
window. R. L. Frazier, 
of Goldstein’s, Indianapolis, 
puts the large panel to 
good use. 



















14 DISPLAY WORLD 


January, 1928 


With the New York Displaymen 


While Gotham Shivers in Icy Grip of Winter, Windows Blossom Out 
in Expositions of Florida Scenes Featuring Resort Apparel 


By COLEMAN W. McCAMPBELL 
New York Correspondent, DISPLAY WORLD 





LONG Fifth Avenue, 
on January 1, the 
windows all presented 
blank, forbidding 
fronts, like so many 
boarded up homes, 

until I reached Arnold Constable & 
Co. It had one “eye” wide open— 
in the form of an excellent New 
Year’s display. The background of 
the window was black velvet, with a 
V-shaped indentation in the center, 
giving something of a three-column 
effect. The numerals, 1827 (date 
Arnold Constable & Co was estab- 
lished), were written in large silver 
letters on the left column, 1928 on 
the recessed column in the center. 
and 1927 on the right column. Ex- 
hibited in the center was a large 
book containing the story of Arnold 
Constable’s recent Centennial Anni- 
versary and Sale. The pages turned 
with automatic slowness. At the 
left of the book was a mammoth 
brass key, which had been used for 
the first store in 1827, and on the 
right was a book containing the sig- 
natures of prominent persons who 
had participated in the success of 
their centennial. It might also be 
mentioned that Mr. Arkow, of 
Arnold Constable & Co., has main- 
tained a very high level in his win- 
dows for the past month. He seems 
to be adept in the use of black with 
mirror screens and mirror cubes in 
the form of platforms and boxes, 
also in contrasting brilliant colors 
with black. 

It is just as well that the win- 
dows of other leading stores on the 
Avenue were closed, for behind 
most of the curtains were warm 
climate displays of bathing suits, 
summery dresses and sports attire. 
New Year’s day was so shivery and 
windy that few pedestrians would 
have stopped to look at them, though 

it is supposed to be good psychology 
to suggest icicles in summer and 
hot sun in winter. All of which is 
very well for wealthy customers 
(and there must be plenty of 


CHALLENGE WINTRY WINDS 
—Millinery for spring shown on a 
huge modernist set piece was one 
of Macy’s first new year exposi- 
tions; below are George Kirkpat- 
rick’s star-spangled screens at 
Lord & Taylor’s; the lower center 
and base reveal how the stores bid 
for southern wear and _ winter 
sports apparel trade simultaneously; 
above is a showing of bathing suits 
at Macy’s, and below it, winter togs 
windowed at Stern’s. 
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wealthy New Yorkers, judging from the number of stores 
featuring warm climate attire), but to the majority of us who 
must stick to work wherever we live it seems cruel to be 
forced to gaze in the bitter cold of winter at fleshy models 
attired only in bathing suits. More appropriate to us are the 
windows devoted to apparel for winter sports. Be that as it 
may, Fifth Avenue windows, for the most part, look like 
sections of Florida and California and Texas, with palm trees, 
sandy beaches, orange trees (and real oranges, too). But Mr. 
Cory, of Avedon’s, seems to have gone them one better. He 
has a window suggesting the jungle! The circular walls of 
his windows are painted a vivid yellow with trees and vines 
in black and gray where brown monkeys playfully disport 
themselves. Then he has ‘two tall jungle palms. A model 
wearing a new shade of purple seems perfectly at home and 
not at all afraid. Many of Mr. Cory’s recent experiments 
have been with painted walls, some of which have been very 
decorative. The colors have been mostly pastel, clever lighting 
accomplishing much. 

Last week, immediately following Christmas, Mr. Kirkpat- 
rick’s windows at Lord & Taylor’s resembled a pine or spruce 
forest after a snow storm, and outfits for tobogganing, ski- 
ing, etc, were featured. Several others were devoted to warm 
climate costumes. An effective recent window of Mr. Kirk- 
patrick’s which I recall used stars to good effect. Against a 
draped background of white material he had two tall four-fold 
screens of dark blue sprinkled with constellations of silver 
stars. At opposite ends of the window, near the screens, were 
square marbleized pedestals bearing white crystal chandeliers, 
and in the center, between the screens, was a tall model wear- 
ing a smart black evening gown. On either side of her, and 
directly in front of the screens, was a white evening dress 
half-suspanded and half-draped on the floor. A huge silver 
spangled ostrich fan and a white fringed shawl were the 
accessories. 

Among those using orange trees and oranges to create 
Florida atmosphere were Saks’ Fifth Avenue, Saks’ Herald 
Square and McCutcheon’s. The latter had one window with 
a number of orange trees bearing fruit and a ceiling of green 
vines. At both of Saks’ stores a few small Japanese orange 
trees, heavily laden with fruit, lent color and atmosphere. 
Saks’ Fifth Avenue still retain their series of six stunning 
windows draped in folded gray material, and last month it was 
recorded how towers of light or columns of illuminated frosted 
glass were used as a decorative note. This week they have 
tall columns, very slender, painted in small but gay futuristic 
patterns, which also lend a smart note. Mounting these col- 
umns, futuristic figures in gilt and silver and bronze enhance 
the effect. At Saks’ Herald Square the silver leaf tier back- 
ground in the corner and two adjacent side windows is also 
retained. But new effects are constantly obtained. The pres- 
ent displays use tall dark green circular columns in graduated 
pipe-organ effect. 

Gimbel Bros. have a series of windows executed with mod- 
ernistic painted backgrounds like the interiors of rooms witha 
central inset painting. One background had the effect of huge 
pegs and circular clouds, the inset painting echoing the peg 
motif in the shape of slanting skyscrapers. Another back- 
ground was comprised of moons and stars. And I remember 
a gift window of several weeks ago with panel screens spotted 
with numerous half-circle shelves containing perfume, atom- 
izers, crystal trees, fancy dolls, etc. 

A rather striking bathing suit window at Macy’s showed 
three adult models wearing swimming costumes and very plain 
beach robes with a small child holding a small motor boat 
model., Another good window at Macy’s featured hats. 
Against a background of black velvet box platforms and block 
pedestals were arranged in interesting formation, with a fan- 
tastic plant of broad leaves (shaped like an elephant’s tusk) 
reaching upward. A smaller size plant was also placed at the 
end of each window. I imagine these creations of wood and 


paint derived their inspiration from the ever-popular cactus ~ 


and century plant. 

Norman Bel Geddes is achieving less painful effects at 
Franklin Simon & Co. In fact, individually his windows are 
muchly improved, though as a whole they still fail to achieve 
a desirable unity. For instance, this past week he had a num- 
ber of pleasing windows, all of which more or less blended 
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into a single effect, with the exception of one where was ex- 
hibited a miniature stage for Tony Sarg’s marionettes. The 
draperies framing this window threw it completely out of key 
with the other windows facing the Avenue He probably real-. 
ized this, for the next day these draperies had been removed. 
At present I think the biggest problem facing all big display- 
men is that of tying all their windows together in similar treat- 
ment and backgrounds, so that the same spirit and proportion 
of color values are maintained in each of a series of windows. 
Thus the windows of a single, store will hold together and 
give an impressive block effect. As it is, windows of the same 
store often look like they were appealing to entirely different 
types of customers and executed by entirely different display- 
men. This is not good display. Each store has a definite 
individuality (or should have) and appeals to a definite cli- 
entele. Only a few displaymen seem to have fully realized 
the value of unity in their windows, and even they are only 
in the experimental stages of putting this basic principle into 
practice. 

New York stores appear to be vying with each other for 
unique fixtures. It can almost be called a war of fixtures. 
And in this era of new fixtures wrought iron and glass and 
wood are playing heavy parts, with the emphasis on the wrought 
iron. Many of these fixtures possess real beauty and origi- 
nality. Others are merely grotesque or awkward or cheaply 
imitative. At Stern’s the other day I noticed that Mr. Biggs 
had a perfume window which consisted of two tall spiral fix- 
tures of wrought iron containing bottles of perfume. Another 
wrought iron fixture is that at Ovington’s. The base is in 
the shape of a lily, from which emerges three stems, each end- 
ing in a round shelf of black glass. At Kurzman’s, fixtures 
which look like strips of metal ribbon are used. These strips 
rise much in the fashion of a picket fence from a three-level 
platform base of glass or stone composition, which is edged with 
fluted wrought iron. Other fixtures at Kurzman’s were of 
wood, like a half hoop or horseshoe, with silver ball feet and 
horizontal shelves of glass for accessories. The frame, I be- 
lieve, was painted red and lined with silver. 





Chicago Monthly Display Review 


(Continued from page 9) 


two suits or garments in each, just as they are in regu- 
lar season, and each suit is shown on a form in the most 
immaculate manner. The result of this is that the suits at 
$46 actually look good enough to be worth $65. 

Much the same idea prevails at The Hub, where the win- 
dows are presided over by E. H. Leaker. Unit trims fea- 
turing two and three suits, with appropriate accessories, as 
carefully selected and arranged as if the suits were selling 


' for their regular prices, are his magnets. People who pass 


these windows cannot hélp but become interested in clothing 
displayed so attractively from a style point of view, where 
the quality is clearly brought out and the price tickets show 
the extent of the saving. 

I passed another rather exclusive store a short distance 
away, in which some of the same kind of clothes were dis- 
played. While one familiar with clothing makes and quali- 
ties at a glance could tell that they were the same make and 
grade, the appearance value of each to the average passerby 
showed a great difference. As a matter of fact, some over- 
coats of good quality which were poorly displayed in the 
window of the exclusive shop and priced at $44 and $54 did 
not compare in style, quality and general appearance with 
some other coats displayed at their best in one of The Hub 
windows at $39. If thé average small retail merchant could 
get far enough away from his own store and some of his 
haphazard ideas about window display, he would not long 
allow conditions to prevail that would present his $54 mer- 
chandise at a disadvantage with that of his competitor at 
$39. Think of the difference in the selling appeal from the 
window in this case, entirely due to the way the merchan- 
dise is displayed in the window! 





WINS APPLE WEEK CONTEST 
Joe F. Fox, display manager for the D. H. Brigham Co., 
Springfield, Mass., was awarded first prize in the “Apple 
Week” window contest recently staged there. 
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Sixth Sportmen’s Week Celebrated 


Better Technique Shown by Contestants Produces Notable Array 
of Windows Mirroring Joys of Hunter 


3y HOWARD HAUPT 
Advertising Department, Remington Arms Co., New York City 


NN ET 


HE Sixth Annual Window Display Contest 
and Sportsmen’s Week had a national, and, 
to some extent, continental, flavor, as pho- 
tographs were received from forty six 
states of the U. S. A. and from Canada 

and Alaska. 

The Remington Arms Company offered $5,000 in 
prizes—one grand prize of $250, three first prizes of 
$100 each, six second prizes of $25 each, twelve third 
prizes of $50 each, eighteen fourth prizes of $25 each, 
150 prizes of $10 each, and 360 prizes of $5 each. 

There were three groups of prizes according to 
population, so that dealers in small and medium sized 
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towns and villages would have the same opportunity to 
win big money prizes as dealers in large towns and 
cities. The first group included towns up to 3,000 
population. The second group included towns of 3,001 
to 6,000 population, and the third group towns and 
cities from 6,000 up. 

For the most part the windows were very good, 
indicating that a great deal of time and care had been 
given to them. Many of the windows combined an 
atmosphere of the store with that of the outdoors very 
effectively. This combination was very popular with 
the judges, although windows containing nothing but 
merchandise were in evidence among the major prize 


The contest came at a time 
weather was in the air. Retail 
hardware and sporting goods 
dealers capitalized on this with 
windows typifying outdoor 
scenes familiar to the hunter 
and sportsman, catching the 
imagination of this great army 
of men and boys and spurring 
them to the purchase of sport- 
ing goods. 

Nat Wylie, display manager 

of the Steel Hardware Com- 
pany, Wichita, Kans., portrayed 
“Anticipation and Realization” 
from the sportsman’s point of 
view. Reproductions of these 
windows appearing alongside 
show what the judges decided 
to be the best display offered 
for the contest. This combina- 
tion of windows was awarded 
the grand prize, and Mr. Wylie 
is to be congratulated on his 
J very excellent work. 
, The Coeur d’Alene Hard- 
ware & Foundry Company, 
Wallace, Idaho, was awarded 
the first prize in Group 1. This 
was a fine outdoor sportsman’s 
window. There was a great 
deal of real advertising in this 
display. 

The McCormack - Saeltzer 





TWO PRIZE LEADERS—‘An- 
ticipation” and “Realization” as 
pictured in the two upper displays 
won the grand prize for Nat Wylie, 
Steel Hardware Co., Wichita, 
Kans.; the lower window, by John 
T. Mackey, Herpolsheimer’s, Grand 
Rapids, Mich., captured first prize 
in the “big city” group. 
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Company, of Redding, Calif., 
received first prize of $100 in 
Group 2, which included dealers 
in towns of from 3,000 to 6,000 
population. There were three 
windows in this entry, two on 
arms and ammunition and one 


on cutlery. The cutlery window © 


was a beauty. The other win- 
dows were well arranged and 
both combined interior and ex- 
terior hunting and sporting at- 
mosphere. 

Herpolsheimer’s, of Grand 
Rapids, Mich., was awarded first 
prize of $100 in Group 3, which 
included dealers in cities of over 
6,000 population. This window, 
installed by John T. Mackey, 
also portrayed very effectively 
the combination of merchandise 
well arranged, together with a 
scene of the outdoors. 

The other major prize win- 
ners were as follows, according 
to the population groups they 
represented : 

In Group 1 the second prizes 
were awarded to Lynnes Hard- 
ware Company, Pelican Rapids, 
Minn., and Escondido Hard- 
ware Company, Escondido, Cal. 
The third prizes were awarded 
to William Plummer Company, 
Minnewauken, N. D.; Wolters 
Bros., Shiners, Texas, and H. F. 
Kuehnle Hardware Company, 
Brooklyn, Md. 

In Group 2 the second prizes 
were awarded to the Thompson 
Hardware Company, Brecken- 
bridge, Texas, and the Leonard 
Hardware Company, Cherokee, 
Ia. The third prizes were 
awarded to the Northern Com- 


mercial Company, Fairbanks, © 


laska; the Raymond Hardware 
Alaska; Raymond Hardware 
‘the Phelps-Dodge Mercantile 
Company, Dawson, N. M. 

In Group 3 the second prizes 
were awarded to J. A. Silleto 
Hardware Company, of Des 
Moines, Ia., and the Idaho 
Hardware & Plumbing Com- 
pany, Boise, Idaho. The third 
prizes were awarded to Jermyn 


(Continued on page 75) 


SMALL TOWN WINNERS—Top, 
section of a long display by the 
Couer d’Alene Hardware Co., Wal- 
lace, Idaho; upper center, Leonard 
Hardware Co., Cherokee, Iowa;; 
lower center, Escondido Hardware 
Co., Escondido, Cal.; basé; McCor- 
mack-Saeltzer Co., Redding, Calif. 
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Afternoon Lighting a Winter Need 


Frequency of Dreary Days Makes It Advisable to Render Windows’ 
Focal Points for Shoppers’ Vision—Night Intensity Too Slight 


By CHARLES R. ROGERS 


INTER, gray and grim, holds the great 
industrial and farming belts of the east 
and north in a pitiless grip as these lines 
are written, and the business life of the 
great cities begins in the darkness of morn- 

ing and concludes in the dark of the evening. As the 
masses of office and factory folk turn their steps home- 
ward in the evening, dusk wanes into night and store 
windows burst into radiance. Even early in the after- 
noon, stores that ordinarily shun lighting until evening 
find it advisable to brighten up their windows by light- 
ing of a high intensity. 

Afternoon lighting is one of the latest developments 
in the use of the electric lamps as a counter-combatant 
for shadows. If windows are to be seen and appre- 
ciated, it is essential that the passer shall get a good 
idea of their contents and all of their message without 
difficulty. This cannot be_done if the daylight is too 
dim to afford sufficient illumination, nor, on the other 
hand, if its rays are so intense that they force reflections 
from less protected windows across the street. 

Now while days are dark and gloomy, it is advisable 
to use sufficient light to bring the displays up into public 
view, and for this purpose greater intensity is required 
than at night. When streets are dark and the passer 
depends upon the window for major illumination there 
is nothing to distract his attention from the scenes be- 
hind the plate glass. But in the afternoon, though the 
day be gray and forbidding, the sunlight is strong 
enough to successfully challenge the competition of the 
window using the same volume of light as at night. 

A number of stores—a surprising number, in fact— 
use double the night intensity in the afternoon. In this 
way they insure sufficient lighting in summer not only 
to offset shadows, but also to more closely parallel the 
brightness of the sunshine. In winter their windows 
are able to not only offset the distracting influence of 
the grayish afternoon light, but to rise so far above it 
that they become focal spots for public attention. 

To provide for this contingency, it is necessary to 
have the lamps in the window so arranged that half of 
them can be used at one time and all at another. In the 
late morning, if illumination is desired, one circuit can 
be put into action and later on, perhaps from noon for- 
ward, all of them can be employed. When closing time 
comes, one complete circuit can be shut off, leaving for 
evening illumination a group with the same intensity as 
that used in the morning. 

These batteries should be placed in such fashion 
that their rays will be cast on an angle toward the goods 
and away from the window pane. They should not be 
set directly overhead because of the likelihood of dis- 
torting the lines and colors of the display. If a wax 
figure is used for cloak or’ gown displays, such lights 
throw a strong ray upon the mannequin’s hair and fore- 


head but fail to bring ‘out the. color of the garments. 


properly. Their rays strike the shoulders directly, but 
only an indirect ray falls upon the remainder of the 
dress or coat. 


Footlights produce an equally unsatisfactory result, 
throwing the bulk of their brilliance around the lower 
part of the costume, but distorting the features of the 
face and the upper part of the display. 


Display Services Predict Big Year 


Heads of Two Organizations Say Advertisers’ Greater 
Appreciation of Display Insures Prosperity 


HE dawn of the new year inspired the following 

statement from R. V. Wayne, manager of the 

Detroit Window Display Service, Detroit, Mich. : 

“Another year has passed and a new one dawned. 

We. welcome the new year, 1928, gladly. Without doubt, the 

past year has been one of the most successful years in the 

history ‘of window display services, if one can judge from 
reports turned in from many sources. 

-“It is, indeed, gratifying to see that the display services 
are learning that by doing good, conscientious work they are 
improving their business standing and are creating a bigger 
demand for their service. The national advertiser now 
realizes that window display services are to be taken into 
consideration when planning their advertising campaigns, 
and the fact that window displays properly installed stimu- 
late business for the manufacturer and the merchant by at- 
tracting attention of the passerby. 


“Just so long as the world exists we will have good and 
poor display services; we will also have manufacturers who 
consider the cost of installation instead of the quality of the 
work and the reliability of the services, just as we will have 
manufacturers who stil believe it cheaper to send out their 
advertising direct to the merchant to help him fill his store 
room with material with which to keep the fires burning, for 
it is a known fact that only a small percentage of material 
sent direct to the merchant ever reaches the window. 

“Let the window display services constantly elevate their 
standard and shortly every national advertiser will be con- 
vinced of the merits of display execution by reputable local 
service companies. The future is what we make it, and I 
am proud of the recent developments in the display service 
field and enthusiastic of the immediate future.” 

S. J. Hanick, manager of The S. J. Hanick Co., Phila- 
delphia, Pa., writes: “We wound up 1927 with a successful 
record, having served, since the organization of our company 
on August 15, a large number of national advertisers in the 
vast Philadelphia territory. Each and every advertiser has 
been given service plus resulting in maximum returns from 
their window display advertising. For the coming year we 
have already booked a large number of accounts, and 1928 
promises to be a record-breaker not only for our organiza- 
tion but for window display services generally. Our service 
is being developed along new lines and will include a com- 
plete merchandising service, manned by a staff with ex- 
perience on both sides of the counter, who have studied 
window display requirements from every angle and whose 
counsel is an asset to any national advertiser. We hope in 
this way to establish a new measure of service in the handling 


‘of window display campaigns.” 
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Super Light—Why? GIANT 
maper 5. on the skies 4 No. 900 


are realizing that more light in the show win- 
dow means more sales in the store! The effi- 
cient 500-watt Mazda Lamp, giving far 
more light for the current used than 
smaller lamps, has revolutionized 
display lighting. 
X-Ray SUPER-Reflectors using 500-watt 
Mazda lamps to put punch in display! 


CURTIS 
LIGHTING, Inc. 


1119 W. Jackson Boulevard 


CHICAGO 
31 W. Forty.Sixth St. 
New York 
3113 W. Sixth St. 
Los Angeles 
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Few Changes in Dutch Display in 1927 


Simplicity and Color Harmony the Present Objectives of Holland 
Designers—W indowmen’s Organisation Marks Time 


By J. BROMMET 


Corresponding Secretary, Netherlands Ass'n of Displaymen, Amsterdam 


EW changes in display practice and tech- 
nique were noticeable during the past year, 
and it looks as though we have reached the 
stage where we cannot go much farther 
without making some fundamental changes 

—changes that will be almost revolutionary. 

Painted backgrounds and decorations have been re- 
ceding in favor and are now little used. For cloaks, 
frocks and gowns, background curtains of heavy velvet 
in solid colors are now in vogue, their sombre tones 
lightened by a small modern art screen or ornament that 
that is placed before them. The effect sought is refined 
simplicity and color harmony. In displays of fabrics 
but few alterations have been noted. Backgrounds of 
solid black are still much used, and “dancing figures 
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continue in popularity as pieces de millieu. The lines - 
of drapes are simple and long, and most of the windows 
are in one or two colors. 

Our Santa Claus and Christmas windows favor the 
English and American styles, and motion displays and 
attraction devices of all kinds are popular. But Santa 
Claus means more to us than Christmas itself. He is 
to us one of the most revered of legendary figures. 
Perhaps Americans lose sight of the fact that “Santa” 
should be rendered in English as “Saint,” but this cir- 
cumstance is not forgotten in Holland. 

From the standpoint of display organization, the 
progress noted during the year was comparatively slight. 
A review of 1927 does not yield much satisfaction, nor 
on the contrary, does it offer much discouragement. 
The Netherlands Association of Dis- 
playmen and Display Designers (Ne- 
derlandsche Bond van Etaleurs en 
Etalage-Decorateurs) just about held 
its own. The number of members re- 
mained at about the same figure as in 
1926. We do not know how things go 
in the United States, but if we look 
through the various Enropean trade 
papers we find about the same situation 
everywhere. As a matter of fact, the 
European displayman is hard to handle 
in building an organization. He is 
altogether too prone to put his small 
personal problems before the interests 
of his association. 


In the course of 1927, our national 
chairman, W. Patz, who is on the staff 
of an advertising agency, resigned be- 
cause the growing volume of his busi- 
ness prevented him from giving ade- 
quate time to the affairs of our asso- 
ciation. Our treasurer, J. Alter, left 
Amsterdam for Arnhem, and as a re- 
sult the national headquarters was 
transferred to The Hague. The roster 
of our officials at present is : Chairman, 
F. Rk. Pril, member of the firm of 
“Reclame Atelier F. Pril,” The Hague; 
vice-chairman, E. Baranski, display 
manager, Vroom & Dreesman, Rotter- 
dam ; secretary, M. J. Klawer, display 





EXEMPLARY DUTCH TRIMS—Top, a 
humorous display employing cut-out 
figures designed by M. J. Klawer, chief 
decorator for Gebrs. Gerzon’s, The Hague; 
base, a huge pleated sunburst of satin with 
a cut-out figure in foreground, fashioned 
by G. Klomp, of Schade & Oldenkott, 
The Hague 
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manager, N. V. Gebrs. Gerzon’s, The Hague; assistant secre- 
tary, E. Britz, traveling decorator, Groningen; treasurer, J. 
Alter, display manager, Gebrs. Gerzon's, Arnhem; correspond- 
ing secretary for England and her colonies and the United 
States, the- writer. The remaining members of our execu- 
tive committee are W. Abels, Joseph Jongepier, N. J. Vreede- 
voogd and Alb Visser. It must be understood that all of our 
officers are serving without pay and at a considerable sacrifice 
in time and money. 

During the coming year our magazine will be altered. 
Heretofore appearing as an insert of “Modes en Manufac- 
turen,” a trade paper published by the Messrs. Misset at Doet- 
inchen, this system did not prove satisfactory to either of the 
parties, and accordingly we have opened negotiations with 
leading Dutch printers, and about the first of March will start 
our new publication. The magaz’ne will be of the same dimen- 
sions as the DISPLAY WORLD, and will average twenty- 
eight pages per issue. It will be published solely by and for 
our organization, and will be edited by P. J. M. Van Rooyen. 


TIE DISPLAY TO MERCHANDISING PLAN 
Henry Glass & Company, makers of “Peter Pan” fabrics, 
are announcing a display based on the little understood fact 
that a beautiful dress can be made in six simple operations 





The New Glass Display Showing the Ease of Dressmaking 


requiring a total of forty-five minutes. The display features 
seven large photographed poses of Mary Eaton, famed stage 
and screen star, demonstrating the six operations. Five 
pretty Paris-inspired dresses made of “Peter Pan” fabrics 
are included. 

Arrangements have been made with the leading pattern 
companies whereby retailers showing the display can seil 
patterns of the dress. The company is putting on a tre- 
mendous campaign in eighteen leading women's magazines 
urging women to see these windows. 





NEW DEVICE FOR HOSE DEMONSTRATION 

The Barlow-Kimmet Co., Inc., New York City, have just 
introduced a new device for demonstrating hosiery that is 
called “Save-Hose.” The device has somewhat the shape of 
a bowling pin, is made of celluloid, is about ten inches long, 
and is inserted into the hose instead of the sales girl putting 
her hand through, thus eliminating the hazard of damaging 
the hose with her nails or ring. ‘“Save-Hose” will demon- 
strate the quality‘ and special features of the finest silk 
hosiery far better than the hand method, 





ADLER-JONES 1928 CATALOG READY 

The new 1928 issue of “The Guide to Better Window 
Displays,” the catalog of the Adler-Jones Co., Chicago, IIL, 
is now ready for distribution to displaymen and- retailers. It 
is better than ever, shows everything in actual colors, and 
should be in the possession of every display executive before 
proceeding with plans for his spring window displays. Among 
the varied new spring decoratives shown will be noticed the 
incorporation of the new modern trend, so effective and so 
much in demand today. 
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FOR MERCHANTS — DISPLAYMEN ~ ADVERTISERS 


Service 


Bureau 


The DISPLAY WORLD Service Bureau will be 
glad to supply the latest authentic information about 
anything in the display line in which you are inter- 


ested. 


blank, write a separate letter. 


If you do not find your needs listed on this 


If we do not have 


the information you want on file we’ll find out for 


you. 


facilities without cost or obligation. 


Avail yourself of our incomparable service 


This service in- 


cludes an analysis of any display problem. 


C) Air Brushes 

C1) Animated Signs 

CJ Art Prints and 
Reproductions 

_] Artificial Flowers 

C] Artificial Snow 


O 


(| Backgrounds 
Background Coverings 
Books on Cardwriting 
Books on Display 
Books on Draping 
Booths and Floats 
Brushes and Pens 
Cabinets—Revolving 
Card & Mat Board 
Cardwriters’ Materials 
Cash Carriers 
Chairs and Seats 
Color Lighting 
Counters and Shelving 
Crepe Papers 
Decorative Papers 
Decalcomania 
Display Furniture 
Display Forms 
Display Racks 
Dividers—Show 
Window 
(10 Drawings and 
Paintings 
Drawing Boards 
Exhibit Displays 
Fabrics and Trimmings 
Fixtures 
Flags and Banners 
Hammers—Window 
Lamp Coloring 
Lighting—Equipment 
Lithographed Displays 
Natural Foliage 
Pageants and Exhibits 
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CL) Plaques (Window) 

[] Papier Mache 
Specialties 

(J Plastic and Composi- 
tion Pieces 

(] Plushes and Velours 

} Price Cards—Tickets 

(] Price Ticket Holders 

[] Reflector. 

(10 Revolving Display 

Tables 

Screens (Background) 

Socks—Window 

Show Cards 

Show Card Schools 

Show Card Service 

Show Card Supplies 

Show Cases 

Show Case Lighting 

Signs—Card Holders 

Signs—Brass and 

Bronze 

Signs—Electric 

Signs—Wood Letter 

Stencil Outfits 

Stock Posters 

Store Designing 

[} Store Fronts 

_) Time Switches 

(} Valances 

{ ] Wall Board 

[1] Wax Forms—Figures 

] Wickerware 
Specialties 

1] Window Displays 

[) Window Display 
Service 

_] Window Drapes 

(] Window Lighting 

[] Window Shades 

'] Window Trimming 
Schools 

[] Wood Carvings 
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™) De You Wish a Copy of Their Catalog? 
©] Do You Plan to Remodel Your Store Soon? 
[] Do You Plan to Build a Store Soon? 


Name of -TFoem.........-- 
Name of Display Manager 
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Turn to the Right in Tool Trims 


Famed Moral Has Special A pplication to Windows of This Branch of 





the Hardware Line 





“Feel” Counts in Developing Buying Urge 


UT rarely does there occur a period when sary to bolster up their kits with specialties that make 
there is not a lively demand for tools. it possible to tighten up a nut, to snip a wire, or set a 
The mechanic has to have them to earn his socket more firmly. 
bread, and the average householder is con- Consequently, the alert merchant seldom permits his 
stantly turning up an odd job or two that windows to be wholly devoid of: this productive line. 
demands a screw driver, a hammer, a file or wrench. But because the average tool is a trifle ungainly, or 
Then there is an army of motorists who find it neces- irregular in dimension, methods of display vary with 














every store. Whereas, the shoe 
displayman is disposed to ar- 
range his goods in units, his 
shiny leathers rising step by step 
from the front of the window 
to the background, the left trim 
balancing the right and both 
tying up with and supporting 
the center, no kindred precedent 
exists in tool display. 

The probabilities favor plac- 
ing in straight lines across the 
window if hammers are shown, 
or grouping in arcs if files are 
chisels are on view. In the better 
stores, a plush or fabric floor 
drape may be used, the tools 
being contrasted sharply with 
the color of this embellishment. 
In the smaller stores, where dis- 
plays are more elementary, the 
wares may be placed on the 
floor, or arranged upon paper 
floorings. Different types of 
tools may be alternated, or tiered 
in step arrangement. In some 
instances, small items, such as 
screw drivers, wrenches and 
chisels, have been fastened in 
symmetrical arrangement to 
plaques and set on a level with 
the vision of the passer, high 
above the floor of the window. 


It would seem that any plan 
of arrangement which would 
present the goods in orderly, 
well-balanced style would. con- 
form to the requirements of 
successful merchandising. But 
the foremost exponents of im- 


proved hardware display tech- 


nique take a contrary position. 


TURNED TO THE RIGHT—The 
top illustration shows how Carl V. 
Haecker, Frank Burke Co., Wau- 
kegan, Ill., applies the rule to car- 
penters’ tools; center, another 
Haecker trim making use of “dealer 
helps”; base, a decoration by Cecil 
Riley, Hall Co., Minneapolis, which 
makes partial use of the rule. 
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It’s FREE 
For the Asking! 


Quality—Originality—Price Economy! 


—are the important essentials presented in Schack’s Big Wonder 
Book of Spring Decorations. Every decorative idea illustrated 
is designed with that “added something” that makes it a sales 
attractor to your store. 

Send for Schack’s New Spring 

Flower Book No. 35 Illustrated 

in Color. Do It Today. It’s Free. 


SCHACK ARTIFICIAL FLOWER CO. 


Main Offi d Factory: Salesroom: 
“134-140 N. Robey St. CHICAGO 134 N. Robey St. 





YY 

Yo Window Plaque.—Made of wallboard in 
4 duo-tone lavender stucco finish. Vase 
cut-out in green and gold stucco finish. 
Flowers best grade material. Plaque 
24” in diameter. No. 11896. $5.75 ea. 























> There’s a ines in Wrought lron 
Display Fixtures 


Ay 







Write for Catalog No. 12, 48 
pages, fully illustrated, showing 
all the newest creations in 
wrought iron display fixtures. 























No. 2175R DIVIDER 


10 Designs and 8 Sizes to ° ° 
Choose From Stewart’s Fixtures Are Correctly Designed 


The STEWART IRON WORKS CO., Inc. 


18th and Madison Ave., Artistic Wrought Iron Division Covington, Ky. 
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The Merry Mechanical Santa Claus and His Animated Reindeer as Shown at Snellenberg’s, Philadelphia 


They assert that the desire for possession, which is the 
forerunner of purchase in all lines, arises for tools only when 
the passer can imagine the goods in his hands. In selling across 
the counter, invariably ,they say, the customer picks up the 
tool, grips the handle, lifts and tries the item. If it is a saw, 
he is impelled to examine the teeth and bend the blade; if a 
breast drill, he places the tool in position and turns the crank. 
There is an intimacy and a friendliness about this line that 
cause the buyer to regard it with greater interest and to put 
more stock in it than many more costly wares. 

Hence, these displaymen argue that the goods in the win- 
dow should be placed as if they were ready to be taken up—as 
if the glass pane were imaginary and the passer could reach 
over and pick up the object of his interest. 

Let the carpenter who stops to look at a bright new plane 
spy a mason’s trowel nearby and the appeal of the window is 
dimmed. So clannish are these tradesmen that association of 
their cherished iniplements with those on another craft robs 
them of their lustre. 

The sequel is that these critics insist that the tools shall be 
placed with the handles toward the pane, or, if saws or mitre 
boxes are displayed, with the handles toward the right as 
though ready to be grasped. 

The principles are demonstrated in the pair of displays 
shown at the tap of the accompanying plate of illustrations. 
Of the top window, the designer, Carl V. Haecker, sales pro- 
motion manager for the Frank-Burke Co., Waukegan, IIL., 
says: “Every item is placed so that the passer can almost feel 
himself taking hold of the tool. You will note that the saws 
are placed right handed, and that every item is plainly marked. 
Another feature is that it is a strictly a display of carpenter 
tools, catering to the mechanic in the carpenter trade. This is 
important—do not mix the items.” Notice the tools in the 
chests; they add life and realism to the picture.” 

The same fundamentals have been observed in the second 
trim, also a Haecker creation. “This is a mechanic tool dis- 
play,” says the designer, “that makes effective use of manu- 
facturers’ ‘dealer helps.’ Notice that the associated items are 
grouped for quick visualization by the passer, and that all are 
placed right handed, the reason for this being that the passer 
can feel himself taking hold of the tool and using it. It is the 
nearest and easiest way of giving the prospective customer the 
urge for possession which tends to sell him the merchandise.” 

In the base illustration, reproducing a display by Cecil 
Riley, of the Better Business Department of the Hall Hard- 
ware Co., Minneapolis, the rule is not so well observed. All 
hammers and hatchets are placed with the handles toward the 
right,, although, in many instances, the arrangement is strained 
to produce a desired symmetry. Handles of saws are toward 
the right, as well as of most of the planes and smaller tools. 
3ut the goods shown in the advanced foreground are almost 
without.exceptien presented with the points to the front. 

That the trim is productive is indicated by the enthusiastic 
approval given it by the scores of dealers served by the Hall 
Hardware Co, And thereby hangs a tale. Hardware display 
is still so far from perfect and so little understood that the 
primary need of the average dealer is ability to plan and 
execute trims that avoid the crowding and jumbling apparent 
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on all sides. Neatness appeals to the eye and exerts a charm 
that imputes to ordinary merchandise a desirability altogether 
lost when the goods are shown in careless and haphazard style. 

For windows not provided with permanent backs of artistic 
appearance the scheme of decoration affected by Mr. Riley 
is extremely valuable. Handled in careful fashion, crepe paper 
enables construction of a colorful stage for merchanise, and 
assures clean, bright and appealing surroundings. 





Animated Santa Pleases Quakers 


Display Manager Suk Complimented for Graphic 
Reproduction of Snowy Northland Scene 


VERY holiday season brings out a host of new 

characterizations of the patron saint of Christmas, 

and scarcely a store window fails to include a 

figure of the beloved Santa Claus. In late years, 

as the wonders of mechanical display creations have unfolded, 

the leading stores have made haste to avail themselves of 

representations of the great Christmas character in episodes 
of his legendary journey. 

One of the outstanding displays of the season appeared 
in a huge window at Snellenberg & Co., Philadelphia, where 
Display Manager S. H. Silk installed a mechanical unit that 
set the Quaker City agog. The window was thirty feet long, 
providing ample space for Santa and his reindeers, The 
celebrated steeds, Donner, Blitzen, Dancer and Prancer, were 
there, stamping and pawing in the asbestos snow while a, 
mechanical Santa in his sleigh turned now and then to beam 
at the spectators. 

A silver cloth background curtain, topped with a silver 
frieze, gave just the right atmosphere, and its charms had 
been augmented by touching up with a diamond dust of a 
bluish hue. In corners of: the window were crystal trees 
towering to a height of sevén and one-half feet.. Spotlights 
playing over the snowy spectacle added to its realism. 


WINNERS IN THE SPUR TIE CONTEST 

The 1927 window display contest on “Spur Ties” staged 
by the Hewes & Potter Co., Boston, Mass., resulted in the 
following awards: 

First Prize—Harry G. Walker, The Hub Clothing Co., 
Wichita Falls, Texas. 

Second Prize—Murray Beliz, Oransky’s, Des Moines, Iowa. 

Third Prize—L. L.: Wilkins, Kerr Dry Goods Co., Okla- 
homa City. 

Fourth Prizes—E. P. Lavin, Yowell-Drew Co., Orlando, 
Fla.; Alfred Voekla, H. C. Sprague Co., Sheboygan, Wis.; 
S. W. Shuttleworth, Maas Bros., Tampa, Fla.; Edward A. 
Curtis, Neustadt’s, Decatur, III. 

In addition, a hundred smaller prizes were distributed. 
Awards were made by a trio of judges consisting of George 
A. Smith, display cousel, New York City; O. Wallace Davis, 
display manager, the H. Batterman Co., Brooklyn N. Y., and 
A. W. Coates, publicity-sales director, the W. W. Mertz Co., 
Torrington, Conn., all of whom were selected by the Hewes 
& Potter Co. on the nominations of the DISPLAY WORLD. 
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No Longer Just a Mere Trimmer 


Day When Display Manager Was a Handyman Has 
Gone; As Vital As the Advertising Man 
By J. R. MAYERS 


Vice-President, The Mayers Co., Inc., Los Angeles 
(From “Silent Selling,’ Bert A. L. Anders, Inc.) 


OT many years ago the job of “window trim- 
mer” was assigned to a handyman, who ran 
errands, worked on the floor, swept out, made 
himself generally useful, and in his spare 

time trimmed windows. 

Today the display manager is likely to head a de- 
partment of his own, recognized to be as important 
as any other department of the store. 

This change has come about for two reasons: First, 
because the manufacturer and merchant have come to 
realize how essential is the proper display of their mer- 
chandise at the point of sale. Second, because the dis- 
play manager has come to appreciate more fully the 
opportunities his position offers, and to prepare himself 
diligently to meet these opportunities. 

With the modern display manager the mere 
mechanics of window trimming are a minor considera- 
‘tion. He tries not for effects, but for results. He re- 
gards his windows as so much blank space, to be filled 
with an advertising-selling message, just as does the 
advertising manager who sets out to fill one, two or 
eight pages of valuable space in a daily newspaper. 

The display manager reads his own trade magazines, 
and also publications and books devoted to advertising 
and selling generally. More and more he is becoming 
a professional advertiser-merchandiser. 

Naturally, as he progresses, he makes his job more 
important to his firm. Many men in important exe- 
cutive position today started not many years ago as 
displaymen. I have in mind the assistant general man- 
ager of a great national distributing organization. He 
began as a display man, then as a traveling member of 
his company’s dealer service department. Then he was 

_given charge of all advertising activities, and now he 
is assistant to the general manager. His successor as 
advertising manager followed in his footsteps. 

I know another young fellow who in two years 
has progressed from “window trimmer” to advertising 
manager of a large retail store, with full responsibility 
for an appropriation of $100,000. He did so simply 
by keeping his eyes open, studying merchandising and 
advertising, and applying what he knew to his work. 

On the other hand, I know of a young chap who 
was a really brilliant window man. He handled the’ 
dealer service work for a big food products company. 
His company liked him and appreciated his work. It 
was sincerely hoped that he would develop into the 
man they wanted as their advertising manager, with 
a fine salary and an unlimited future. But he didn’t, 
because he never looked beyond his duties. 

The moral is simply this: Let’s not think of our 
windows, important as they are, as an end, but as a 
means to an end. Let’s be glad that we are in display 

work, because there’s probably no other open door that 
leads. so surely and quickly to better things, if the man 
who enters simply looks ahead and prepares. 
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For J anuary and 
February Sales! 


DISPLAYMEN who appreciate that the 
value of window displays during January 
and February is measured in “sales” will 
find Sterling Reflectors a powerful force 
that will help attract the attention of most 
people to the displays and create a desire 
to buy. 


Flood-O-Lite Jr. 
Puts Selling Punch 
into Window Displays 


WHEN it is desired 
to emphasize some 
special offering or 
certain groups. of 
merchandise, Sterling 
Flood-O-Lite, Jr. will 
spot light or flood 
light them most effec- 
tively and _ attrac- 
tively. Complete in- 
formation mailed on 
request. 





Reflector & Illuminating Co. 


Representatives in All Principal Cities 
1403 JACKSON BLVD., CHICAGO, U. S. A. 
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“Stylization” 
A New Word Coined During the Past Year, But It Symbolizes an 
Antidote for the Ailments A fficting Display Service 


By. C. it. FADEM 
Cleveland, Ohio 


INDOW displays, like photoplays, dramas, 
automobiles, clothing and other things 
which appeal to public appreciation and 
taste are constructed to meet its demands, 
and a persistent effort to interpret this is 

essential to the development of the medium. 

In this article I purpose to acquaint you with a new 
word, “Stylization.” What is it? Many will wonder. 
Many will jump for the dictionary and encyclopedia. 
Well, you won't find it there. Don’t ask the other fel- 
low, for it is a new word that I coined during the past 
year. It was born because of the need for a term that 
would properly describe the requirements of the moment 
—that type of service which the advertiser has never 
received, the antidote for the regular stereotyped run 
of trims. As stated in my preceding article in Decem- 
ber, times have changed,-and the pace is faster. We 
must be quick to foresee development and alert enough 
to be ready for it before it is forced upon us. If there 
is no livening revamping of window display, its sheer 
monotony will prove its undoing. The window display 
advertising busihess is like any other. It prospers or 
languishes according to the service it renders and the 
benefits it brings to its patrons. At the present, when 
the average service man is called in to bid on an account 
of several hundred window displays, he is apt to empha- 
size in general and flowery terms the prompt and effi- 
cient service he can render. The next important step 
is to work out an attractive decoration. After these 
steps have been taken, haggling over price continues 
until an amazingly low figure has been reached and then 
the contract is signed. Another contract signed, and 
for practically the same trim that the last patron re- 
ceived, save for a different color scheme and a few new 
twists of crepe paper. Little effort is made to sell the 
advertiser something new that will increase the prestige 
and character of his merchandise. Windows—a volume 
of windows—that can be decorated scantily and quickly 
are the service man’s objective. Price is the magnet for 
the advertiser, and so both parties enter into the con- 
tract with minds centered on a false economy that 
forgets that the purpose of the display is to stimulate 
selling that will return a sound profit to the advertisers’ 
dealers. 

A trip to a certain city to interview a prospect con- 
vinced me that “STYLIZATION” was the remedy for 
this situation there, in your city, and in every other city. 
I journeyed up and down the main and busiest street, 
a thoroughfare some six miles long. The telephone 
directory revealed more than one hundred drug stores, 
all in full display regalia—windows representing all 
kinds of local and nationally advertised merchandise 
were there, taking in all the colors of the rainbow, and 
then some. “My, what a business these crepe paper 
houses do,” I exclaimed. Nevertheless, there were 


some effective trims, but to me it seemed as though 
there was a solid stretch of windows, six miles long, 
with the background and up-stage made entirely of 
crepe paper. The cross thoroughfares and wide streets, 
and the other shops between these drug stores, were like 
so many window dividers. To add to this conglomera- 
tion of crepe paper in all colors, were grocery, hard- 
ware, radio and tire displays arrayed in crepe paper of 
equal brightness. This made it hard to distinguish the 
difference in value and character of the types of mer- 
chandise on display. If this fact was so noticeable to 
one interested in window display, what effect must it 
have exerted upon the passer, the unit of the rank and 
file of the public to which window display advertising 
is addressed? Daily he becomes more critical and more 
difficult to satisfy. Is it not plain that a change of style 
must come if the merchant’s demands that his windows 
produce profits are met? To be frank, neither adver- 
tiser nor display service can prosper if this requirement 
is not constantly kept in mind. If the service can put 
genuine sales power into the displays, their progress and 
prosperity are assured. 

I am ready to go on record with the prediction that 
before 1929 makes its appearance “Stylization” will put 
the window trims of today on trial. Years of practical 
experience, as well as contacts with friends in the same 
field, form the basis of my prediction. Development in 
display service has been slow because of the lack of 
knowledge and experience of the installers, who, in 
many instances, have no genuine display experience. 
My past relations with displaymen and the out-and-out 
service man who. adheres to a crepe paper decorative 
scheme convince me that successful installation service 
calls for genuine displaymen with deep interest in their 
profession and appreciation of the best. 

Decorative material is vital. The increasing appre- 
ciation of artistic backgrounds and decorative embel- 
lishments has arrested the attention of the leader in the 
display service field. If he has display experience he 
knows that the primary function of the window is to 
interest the passer, and that by the use of color and 
balance, and lighting his display, reaches out to the man 
on the street and draws him into the store if it is suc- 
cessful, or repulses him if it is a crude and shoddy piece 
of work. 


Some advertisers invest vast sums in display material 


only to commit it to “services” that slam it into windows 
at high speed because their contracts call for too slender 
fees. Fine products that sell for fairly good prices 
thus are presented to the passer in a hastily executed 
crepe paper setting, robbing them of quality aspect and 
putting them on a footing with very ordinary goods. 
After a time the advertiser finds that his displays are 
not pulling and becomes cynical concerning the value of 
(Continued on page 94) 
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IAMOND “G” Floodlights are to 

your windows’ what airport 

beacons are to an aviation field. 
Beacon lights make night flying pos- 
sible. Diamond “G” Floodlights make 
night buying possible—and- as_ con- 
venient as daytime shopping. 


Aviation beacons show the night 
flyer where to come down... Diamond “G” 
shows the night buyer where to come in. 


To equip your window or store dis- 
plays with Diamond “G” Floodlights is 
to turn the selling lights of modern busi- 
ness on your merchandise. Its scien- 
tifically constructed and patented multi- 
reflector throws a soft beam of powerful 
intensity and perfect diffusion—bringing 
out all true colors and textures of mer- 
chandise in their original beauty. 





Representatives Wanted 


Attractive opportunity for ambitious men 
to start profitable, dignified business of your 
own. Exclusive territories to producers. The 
Diamond “G” Multi-reflector is a patented 
feature—nothing else like it on the market. 
Sells itself. Write today for our special propo- 
sition to agents. Full or part time. 

















DELSPLAY 


ed so 


Beacons To 
Bigger Business! — 
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Also, with the five-color screens and 
snap-on rim, which are furnished with 
each light, the Diamond “G” offers a 
wide range of novel and arresting color 
effects. 

The Diamond “G,” finished in beau- 
tiful Roman Gold Bronze, is a most at- 
tractive accessory in any window or 
showroom. Complete with five-color 
films and holder, five feet of heat-resist- 
ing cord, and separable attachment plug, 
its price is but $15.00. For large win- 
dows and showrooms, a portable, non- 
tipping standard, finished to match 
light, with fifteen feet of extra cord, can 
be had for $7.50 additional. 


FREE TRIAL OFFER! 


Order your demonstration sample today, 
test it in your own windows. Money refunded 
within ten days, on return of light in good 
condition, if not satisfied. 


WRITE FOR INFORMATIVE CIRCULAR 


Lighting Specialties Co. 
1613 East New York Avenue 
Brooklyn, New York 
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The Essentials of Banking Windows 


It Is So Obvious That More Pleasure Is Derived From Sunshine Than 
Shadows That We Always Stress Savings for Pleasure 


By EDGAR P. NELSON 


Nelson-Green, Display Counselors, San Francisco, Calif. 


HE man who owns his own display business 
must be able to visualize for concerns that 
do not have displaymen and must create 
ideas that have practical value in merchan- 
dising a product. Our organization deals 





Dont search 
for the Golden Key to 
Fortune and Opportunity 





very largely with bank advertising. We pioneered the 
idea of window displays for the banking houses of San 
Francisco, and our service is now used by 90 per cent 
of these institutions. 

I am aware that not much attention has been given 
to the development in this field, for it 
has been but a matter of two or three 
years since display became a factor in 
bank publicity. You are selling some- 
thing that is not tangible, that cannot be 
seen or felt, any yet you are selling the 
idea “to save a thousand dollars.” Now 
we all want to save, but we don’t, and in 
order to promote thrift the banks must 
constantly keep before us the wisdom of 
laying aside surplus moneys. To en- 
courage frugality, they find it advisable 
to paint a picturue of the good things 
that our savings can bring us, and the 
dire situations into which improvidence 
can plunge us. 

The banks- of California and the Pa- 
cific coast are doing this, and doing it 
well, through the agency of display 
organizations that are studying their 
problems and devising displays that pre- 
sent the proper types of messages. 

It is so obvious that more pleasure 
is derived from a bright, sunshiny scene 
than from the tragic episodes of life that 
we always endeavor to stress saving for 
the satisfaction of a much-craved objec- 
tive rather than as a protection against 
misfortune. 

Most bank windows are compara- 
tively small, and the miniature hand- 
modeled set is most suitable. Aside 
from the orthodox thrift display, always 
based upon preparation for future happi- 
ness, there are the current or special 
event windows, such as_ Lindbergh’s 
arrival or the successful California- 
Hawaii flight. These windows link up 
with a subject in which the public is 
vitally interested and relate its daring or 
progress to economy. 

The coming of the holidays and the 
changes in season are marked by special 
windows. These are designs for Christ- 





MUCH IN LITTLE—Bank windows are so 
small that the set must be simple and com- 
pact. How much interest Nelson crams into 
his installations is shown by this trio. Top, 
an Armistice Day trim; center, a tieup with 
the opening of the duck season; base, the 
“golden key to opportunity.” 
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mas and New Year’s harvest, spring and many others. 
Special anniversaries, such as Admission Dad, Laber 
Day and Mothers’ Day have their place, and most of the 
banks have special installations for such occasions. Ad- 
mission Day, for. instance, might have a background 
showing the pioneers with a card saying that they 
worked for their future, and suggesting that the viewer 
safeguard his coming years. 

Then there are such themes as harvesting, traveling, 
beginning of school, and kindred events that afford 
dramatic material for the window, and are usually 
effective. While most of our installations feature thrift, 
displays exploiting the value of safety deposit boxes 
have been eminently successful, and have been used to 
quite a large extent. 





Garment House Adopts Display 


Globe Overall Company Begins National Advertising 
By Launching Display Service for Dealers 


T is quite a departure from the orthodox to find an 
old conservative house, known for the quality of its 
merchandise, breaking into the ranks of the national 
advertiser through the medium of window display. 

Usually the manufacturer has looked upon advertising solely 
as newspaper and magazine presentation, but the Globe Overall 
Co., Cincinnati, Ohio, decided it could best introduce its line 
by dealer display cooperation. 

Accordingly, it was decided to feature a new and im- 
proved overall and coat, trade-marked the EXCEL-ALL, and 





Specimen Globe Window for Guidance of Dealers 


possessing many new and exclusive features. It was through 
this new garment in a highly competitive field that it sought 
entry into the ranks of the nationally advertised lines of simi- 
lar garments by offering its dealers a window display set. 

It was, indeed, surprising to note the cordial reception 
with which this cooperation was received by their dealers, 
resulting in window displays for their product in stores where 
no window space had ever been given to a line of overalls. 
Sales perked up immediately and the result has been that the 
company has made the EXCEL-ALL garments one of the 
best sellers in the field, quickly building up a:large volume 
of business that was far beyond their fondest expectations. 

The display set is offered free to al! dealers upon request 
to the home office at Cincinnati. 





I. A. D. M. IMPROVING BULLETIN 

The December issue of the bulletin issued to members of 
the I. A. D. M. and trade papers took the form of a splendidly 
printed house organ replete with news’ of the movement and 
Chicago display. The issue is the culmination of a process of 
development begun with the issuance of a mimeographed sheet. 
Under the capable direction of Dan Hines, editor of the publi- 
cation, it has advanced steadily during the past year, and now 
bids fair to become an established auxiliary of the I. A. D. M. 
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5 Feet, 6 Inches High 
Base, 48" x 24 


LANSHA 


Cttimoles Guren 20% Fast 4° 
Murray Wall 6725 News York. 
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Resolve Now To Profit By 


Window Display Advertising 


The Proven Power of Window Display Advertising as a Sales Stimulant Is Going to 
: Attract Many More Advertisers to Its Banner 


HE Window Display Installa- 

tion Bureau entered the new 

year with a confidence and 
enthusiasm that has been engendered 
by its success during 1927. Briefly, 
the past year has seen a marked 
swing towards the effective use of 
window display advertising by a 
number of national advertisers who 
previously had not sensed the im- 
portant place of this medium of ad- 
vertising in their general advertising 
scheme. In nearly every case where 
window display advertising was 
executed through local window dis- 
play services, the effort was a suc- 
cess and was accomplished with 
less waste and at less cost. 

There is very little, if any, argu- 
ment necessary today to establish 
the fact that window display adver- 
tising belongs on the schedule of 
every progressive national adver- 
tiser, and when it is realized that 
this can be accomplished without 
increasing the personnel of the ad- 
vertiser’s own publicity department, 
all will realize that the time has ar- 
rived when we will witness a stam- 
pede for its use. 


The tremendous change that has 
taken place in the field is the direct 
outcome of the operations of the 
Window Display Installation Bu- 
reau, which made available a central 
agency through which window dis- 
play advertising could be executed 
on a national scale, eliminating the 
terrific detail, waste and expense 
that had attended prior methods. 


When we say that there will be a 
decided trend toward the use of 
window display advertising during 
the coming year, we say it after a 
careful survey of the field, the con- 





tracts we have already booked, and 
the inquiries that are streaming in. 


This makes it necessary for the 
national advertiser to take stock of 
his plans as early as possible so 
that if he is going to proceed with 
a window display campaign he must 
make arrangements as early as pos- 
sible so that the Bureau can be pre- 
pared to execute the installation con- 
tract by the time desired. 


After all, there is only a limited 
number of windows, and, with the 
advertisers making bigger and big- 
ger demands for this space, it is 
going to be well nigh impossible to 
execute a contract on very short: no- 
tice because of previous bookings 
which must be taken care of. 


The solidification of the Bureau’s 
organization, the systematic and 
efficient way -in which it is today 
functioning, and the satisfaction it 
has rendered America’s leading ad- 
vertisers is sufficient proof for every 
national advertiser to investigate 
the service that it has to offer. 


It must be remembered that the 
Bureau is the original and pioneer 
organization in the field, and is the 
only source today where a nation- 
wide display contract can be placed 
with full assurance that it will result 
in a thorough, dependable and com- 
plete execution of the displays in- 
volved. 


In closing, may we say that win- 
dow display advertising, when exe- 
cuted through one central agency by 
dependable local display services, 
constitutes the cheapest and most 
productive form of advertising that 
is available today to America’s na- 
tional advertisers. 





DIVERSITY OF PRODUCTS 


Suitable for Effective Window Display 
Installations 


It wasn’t long ago that drug, gro- 
cery and cigar stores constituted the 
only type of stores where an oppor- 
tunity existed for organized display 
installations. While these fields 
today constitute the bulk of the 
window display installations that 
are placed by national advertisers 
through local window display serv- 
ices, entry has been achieved in 
other fields, notably hardware, elec- 
tric, plumbing and_ confectionery 
establishments. Merchants have been 
educated to the value of their win- 
dows by the demands of national ad- 
vertisers for voluntary display co- 
operation, by promotional material 
in their respective trade journals, 
and they welcome the expert assist- 
ance of the local display service 
companies. The Bureau is proud of 
the several campaigns which it 
handled the past year in these vari- 
ous fields, because it proved to them 
that the business of window display 
installation is not confined to just a 
few types of business. 


ANNUAL MEETING 

To Be Held at Cincinnati, January 28 

The annual stockholders’ and di- 
rectors’ meetings will be held at the 
offices of the Bureau on Saturday, 
January 28. A cordial invitation is 
extended to all interested in the dis- 
play installation field to visit the 
Bureau at that time, as it will afford 
an excellent opportunity to meet its 
entire official personnel and many of 
its associates. Furthermore, a close- 
up view can be had of the Bureau’s 
method of operation and an explana- 
tion of the details that enter into a 
nation-wide display campaign. 
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MINNEAPOLIS, MINN. 


A Display Service for National 
Advertisers 


Tri-State Window Display Service 
116 S. 4th St. 


H. Brooks, Manager 


COLUMBUS, OHIO 


Your Satisfaction Means Our Success 


F. ALTMAN & SON 
415 S. Third St. 


George Altman, Manager 


CINCINNATI, OHIO 


Hamilton, Dayton, Springfield and the 
Complete Cincinnati Trade Market 








Window Display Service of So. Ohio 
22 Pickering Bldg. 


Walter G. Vosler, Manager 


FORT WORTH, TEXAS 


And Surrounding Territory Thoroughly 
Covered. Our Clients Always Satisfied. 


HUNTSMAN DISPLAY SERVICE 
1404 Washington Street 
W. L. Huntsman, Manager 





CHATTANOOGA, TENN. 
The South’s Up-to-Date Display 
Service 


Hal Cady Window Display Service 
418 Cypress St. 


Hal Cady, Manager 





DETROIT, MICH. 
Entire State of Michigan and Toledo, O. 


Detroit Window Display Service 
438 E. Woodbridge St. 


R. V. Wayne, Manager 


KANSAS CITY, MO. 


Established and Reliable Display Service 


STARK DISPLAY ADV. SERVICE 
3112 Holmes Street 


W. A. Stark, Manager 











CLEVELAND, OHIO 


‘Covering the Cleveland Market and 
Surrounding Points 


WHITMER DISPLAY SERVICE, Inc. 
1405 St. Clair Ave. 


George E. Dugdale, Manager 





OUR SERVICE IN BRIEF 


Guaranteed Window Display Installations in Over 


$00 CITIES 


Throughout the United States 
by Dealing Only With 


ONE OFFICE 


We install window displays through local asso- 
ciates for national advertisers in any quantity 
on any product in one city or number of cities 
anywhere in the United States. 


We guarantee first-class quality installation 


work according to set specifications. 
saves time and money 


advertiser of detail; 


Relieves 


through many exclusive and helpful features. 


Complete Portfolio of Information Sent on Request 


Window Display Installation Bureau, Inc. 


The Window Displays of the Nation from Coast to Coast 
Executive Offices 


22-24 Pickering Building 





Cincinnati, Ohio 


ST. JOSEPH, MO. 


Window Displays That Step Up 
Your Sales 


CHARLES TEXTOR 
1618 Buchanan Avenue 


Baltimore—Washington 
Complete Window Coverage in These 
Cities 
BENJAMIN CHARLES MARGOLIS 
11 W. Redwood St., Baltimore 
Room 220, Stewart Building, 
6th and D, N. W., Washington, D. C. 


ALBANY, N. Y. 

And Eastern New York State 
Complete Window Coverage 
CAPITOL ADVERTISING SERVICE 
688 Morris St., Albany, N. Y. 
Joseph B. Carey 


CHICAGO, ILL 


Reliable and Prompt Display Installations 


‘CHICAGO WINDOW DISPLAY 
INSTALLATION SERVICE 
179 N. Wells St. 


M. J. Latz, Manager 


PHILADELPHIA, PA. 


A Complete Window Coverage of This 
Prosperous Territory 
THE S. J. HANICK CO. 
Samuel J. Hanick, Mgr. 
925 Cherry Street 


INDIANAPOLIS, IND. 


Complete Coverage for National 
Advertisers 
PIONEER DISPLAY SERVICE 
113 S. Capitol Ave. 

Fred W. Weber, Manager 




















AKRON, OHIO 


My Service in Conjunction With Your 
‘Business Will Be a Big Success 
HENSAL DISPLAY SERVICE 

534 Parkdale Drive 
S. V. Hensal, Manager 





LOUISIANA—ALABAMA 
MISSISSIPPI 


Display Service for the South 
Drug and Grocery Trade ~ 
NALL & NALL 
Box 355 
539 S. Front Street, New Orleans, La. 








PITTSBURGH, PA. 


Get Into This Big Market 


ARCEE VEE DISPLAY SERVICE 
2638 Fifth Ave. 


R. C. Vaughn, Manager 





BOSTON, MASS. 


Maine, New Hampshire and Vermont. 
Every Installation Guaranteed Satisfactory. 


New England Window Display 
Service 
161 Massachusetts Avenue 
Herbert M. Copellman, Manager 
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Selling Phone Service By Display 
Three Distinct Types of Installations Are Required to Meet 
Advertising Needs of Detroit Company 


By ROBERT R. STEVENS 
Display Manager, Michigan Bell Telephone Co., Detroit, Mich. 


INDOW display advertising plays a promi- 
nent role in the promoting of telephone 
service and good will for the Michigan Bell 
Telephone Company. The Michigan com- 
pany has found window displays excellent 

mediums for the promotion and selling of long-distance 
calls, extension telephones, private branch exchanges, 
and even the local telephone service. Many displays 
have been installed to educate the public in the correct 
use of the telephone instrument, proper and economical 
methods of placing long-distance calls, and to create 
good will for the telephone organization. J 
During.the past two years I have held the position 
of display manager, a post which involves the planning, 
preparing and installing of window displays in frve 
downtown windows and five suburban offices, together 
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with booking and arranging for telephone demonstra- 
tions and exhibits. 

The Washington Boulevard window is our feature 
display space. Washington Boulevard, often called the 
“Fifth Avenue of Detroit,” is second only to Woodward 
Avenue as Detroit’s display street. The Hotel Statler 
at the north end, facing Grand Circus Park, and. the 
Book-Cadillac Hotel, four blocks south at Michigan 
Avenue, with many specialty shops and furniture stores 
between, make this thoroughfare splendid for display. 

Telephone displays are divided into four classes: 
Sales promotion, educational, good-will, and miscellane- 
ous. In the first group displays showing the advantages 
of extension telephones and the disadvantages of not 
having them have sold hundreds of these instruments. 
Windows showing the speed and effectiveness of long- 
distance calls have increased toll 
revenue. Layouts and charts 
describing private branch ex- 
changes, key cabinets, order 
tables and other special equip- 
ment have caused many business 
men to realize the value of such 
equipment and ask for plans to 
be submitted to meet their re- 
quirements. 

Conventions, holidays, public 
events and items of the day 
furnish material for many good- 
will windows. Detroit is a con- 
vention city, and I have found 
that many fine displays can be 
obtained from the officers of the 
organizations planning a con- 
vention. 

When the Spanish War 
Veterans gathered here a few 
weeks ago they were greeted 
from the Telephone Company’s 
windows, and while Detroit was 
host to the International Asso- 
ciation of Display Men, of which 
I am a member, the windows 
were used to welcome delegates, 
and, by means of appropriately 
worded cards, to promote the 








GOOD WILL STIMULATORS—A 
trio of windows showing how the 
Michigan Bell engenders good will. 
Top, a tie-up with broadening of 
air mail service; center, a display 
based upon the B. & O. Railroad 
centenary; base, an industrial ex- 
hibit exploiting building; note the 
phone placed in each setting. 
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use of long-distance service. Another window coming 
under the same classification was devoted to the inter- 
ests of the American Automobile Association, with par- 
ticular emphasis on the Detroit Automobile Club. 
Numerous other good causes have been brought to the 
attention of the public similarly. Always the attempt is 
made in each case to connect the display in some manner 
with the Michigan Bell Telephone Company, if by no 
other expression than introduction of the name, or a 
telephone instrument. 

Scores of miscellaneous windows have been set up. 
History, growth of telephone service, telephone booklets 
for free distribution, types of telephone equipment, 
vacation suggestions, health suggestions and travel have 
been among the subjects covered. 

A series that attracted widespread interest, and still 
does not come under any of the above classifications, is 
the “Know Michigan” group. It is doubtful if any 
other windows have been as effective in their purpose 
as these. This idea has been previously very success- 
fully carried out by another Bell company. 

A list of the larger Michigan cities was made, and, 
with the cooperation of their telephone managers and 
secretaries of the commercial organizations, statistics, 
exhibits of the city’s manufacturese, views of public 
buildings and local beatity spots were procured. Each 
city has been featured in turn, until now more than a 
score have been introduced to Detroiters in this manner, 
and many inquiries have led to sales for exhibitors. 

Included in each window are attractively lettered 
cards mentioning the telephone facilities of the par- 
ticular city and the long-distance rate to Detroit. All 
of the larger displays, including the “Know Michigan” 
series, are placed in the Washington Boulevard window, 
and usually remain there for a week or ten days. This 
showing is not accorded those covering anniversaries or 
special occasions, which only remain a day or so, their 
continuance in the window depending upon their rela- 
tive importance. Smaller displays are shown in other 
downtown windows in the various telephone buildings, 
where they remain for a week to ten days and are then 
moved to windows in the suburban offices. 

I am looking forward to a very successful display 
program during 1928. The newly organized depart- 
ments of the I. A. D. M., including the Public Utility 
Branch, will help, and each succeeding issue of the 
DISPLAY WORLD contains new and instructive ideas 
for all those in the display profession. 





SPECIAL ITEMS FEATURE NEWMAN ANNIVERSARY 

Special purchases offered at low prices were the prin- 
cipal attractions for the twenty-third anniversary celebration 
staged by Newman’s, South Bend, Ind., on October 4 and 
for ten days following. Each day a special item was adver- 
tised and withdrawn at the conclusion of the day’s sale. 

The interior of the store was decorated in natural cut 
flowers, lending a pleasing and dignified air to the sale. One 
window was used to feature quality merchandise, while an- 
other focused attention on the specials. 


GIFT AND ART CONTEST TO END SOON 

Photographs of gift displays and display of gift and art 
wares by jewelers are solicited for entry in the window 
contest now being conducted by the National Gift and Art 
Association. The present contest will close early in January 
and awards will be made shortly after. Photographs should 
be sent to the association secretary in the Drexel Building, 
Philadelphia. The association will conduct ts annual spring 
show at the Hotel Adelphia, February 27 to. March 3. 
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Window 

display — 
installation 

service 


The 
Reuben H. Donnelley 


Corp. 
Chicago Philadelphia 
352 E. 22nd St. 1214 Race St. 


New York 
79 Madison Ave. 










































Adjustable Lattice Work with 
Flower Decoration for Posts 


Stand of 
Wrought Iron 


All kinds of Artificial Flowers, Trees, 
Plants, Vines, Shrubbery, Garlands, 
Hanging Baskets, etc., illustrated in our 
SPRING CATALOGUE NO. 2 for the 
season 1928 mailed free on request. 


PPP PPP PA 


Frank Netschert, Inc. 


61 BARCLAY STREET NEW YORE, N. Y. 
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Half Century of Service Visualized 


Advertising and Windows Join in Reviving Past of Washington as 
“Palais Royal” Ushers in Fiftieth Anniversary Sale 


ARKING back to the distant days of 1877, 
when Rutherford B. Hayes was inaugurated: 
as president to succeed Ulysses S. Grant, 
the Palais Royal, Washington, D. C., 
opened the drive leading up to its fiftieth 

anniversary sale. Daily thereafter, Washington news- 

papers carried quarter-page ads recalling bright episodes 
of the Capital’s history. 3 : 

The Hayes reception, the wedding of Frances Fol- 
som and President Cleveland, the flood of 1889 and 
Admiral Dewey’s homecoming were touched upon, the 
advertising calling up memories of these highlights of 
civic annals, yielding a glimpse of White House cooks 
preparing for the wedding collation, of John Philip 
Sousa directing the Marine Band, of Dewey and his 
sailors applauded and decorated by McKinley. Wash- 
ington’s centennial, the inaugurations of Roosevelt and 
Wilson, and America’s entry into the World War came 
later, the series being concluded by accounts of the 
return of the First Division and the burial of the “Un- 
known Soldier.” 

The editorials appearing under the caption, “Serving 
Washington Fifty Years,” had a common characteristic. 
Each ad bore an etching of the store surmounting an 
illustration of the episode. In this appropriate and 
subtle fashion the Palais Royal’s part in the city’s life 
was made manifest. 

In even more dramatic fashion, O. D. Grimes, dis- 
play manager for the institution, filled his windows with 
relics of earlier years. Here were costumes worn by 
belles of the Civil War times, the bustled garb of a later 








period, the huge sleeved affairs of the dying nineteenth 
century, queer furniture, odd furnishings, legions of 
these priceless heirlooms requisitioned from the attics of 
old families found their way into the thirty windows and 
the “Exhibit of Old Merchandise” held on the third 
floor. 

When the historical advertising was concluded the 
public was greeted with double-page spreads announcing 
“The Sale of a Half-Century.” Not a line was there 
about the merchandise to be offered—not a price was 
quoted. And there were sound reasons. The advertis- 
ing department had mailed out 76,000 twenty-four page 
booklets containing these particulars. 

Mr. Grimes met the call for anniversary decorations 
with an interior treatment that was both simple and 
dignified. Jumbo cords of foliate rope were spanned 
from pillars in great central court area containing the 
major part of the street floor. Every pillar in this floor 
was decked in silver leaves, these bright sprays, lashed 
to the columns, running up almost to the ceiling. To 
complete the gala effect, large illuminated drums bear- 
ing the caption, “Fiftieth Anniversary,” were placed 
high up on the pillars at well-spaced intervals. 





PLAN ELECTRIC WINDOW SIGN EXHIBITION 

At the showrooms of the New York Edison Company, 
Fifteenth Street and Irving Place, New York, a special ex- 
position of window display signs for local and national ad- 
vertisers, other indoor and outdoor store electric displays, 
will be held during the week of February 6 to 11. Judging 
from the voluntary advance bookings of space, this event will 
undoubtedly reveal many new and interesting developments 
in this growing branch of advertising. 





The Scheme of Decoration Used by Mr. Grimes for the Street Floor During the Palais Royal Celebration 
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The above window display is of special interest for the reason thst it demonstrates the fact that even grocery stores are 


using the Cutawl profitably. The Model Grocery Company of Pasadena, California, believe in making their merchandise 
displays unusually attractive. Mr. P. A. Harrold, Display Manager for this store, sends us this photograph to show how 
very attractively such displays are being made by the use of the Cutawl. 


Any man who plans or makes Store 


Window Displays, or Backgrounds 
for Merchandise 


Read P. A. Harrold’s 
Letter and Experience 


“Knives and saws will cut but 
they will not do the work like the 
Cutawl. There is no limit to what 
this powerful little machine will do. 
I have had my Cutawl only 8 
months, and really have not, as you 
might say, done any big work yet. 
But, on the other hand, I have done 
a lot of cutting. So the best advice 
I can give any display manager is 
to investigate the Cutawl.” 

‘P. A. HARROLD, 
Display Manager, 
The Model Grocery Company, 
Pasadena, California 


Can use this amazing time and labor-saving machine 
profitably from the very start. Offhand, you might 
THINK a Grocery Store would have no need for it— 
yet the 12-foot by 64-inch display above proves the 
worth of 


in another way and proves it most conclusively. There 
are dozens of ways in which you, too, can use the high- 
speed Cutawl in your own work. The ease and simplicity 
with which it does the tedious, laborious work—and 
saves you the drudgery of hand-cutting or hand-sawing— 
will be a constant source of satisfaction—to you and 
every man in the Displayman’s profession. Send today 
for full particulars regarding our 


15 Days’ Free Trial Offer 


Get the Cutawl in your own studio or workshop without 
further delay. Put it to work doing the things you now 
have to cut out by hand or jig saw. Prepare yourself for 
a bigger, better career in your chosen field by taking full 
advantage of the opportunities that the work-saving 
Cutawl presents. 


THE INTERNATIONAL REGISTER COMPANY 
13 South Throop Street, Chicago 
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Price Allowed to Eclipse Quality 


Furniture Houses Prone to Make Displays Mere Catalogues But 
Department Stores Know That Windows Sell Style and Beauty 


OR furniture windows that express the 
ability of the professional decorator, turn 
your quest not to furniture stores, but 
rather to those great emporiums of style 
and fashion, the department stores. In 

most of the great marts of the country they will be 
found more fittingly portraying. the possibilities of the 





suite or incidental piece of furniture than stores devoted 
solely to the merchandising of furniture. 

The reasons are patent. America has not yet 
reached the stage where beauty in line and finish domi- 
nates the buyer. Furniture merchandising still clings 
to price appeal for its most moving urge. The “pure 
and simple“ furniture store creates interest on price 

m= appeal through advertising, and 
uses its windows to sell the pro- 
spective purchases on the quality 
of its goods. With increasing 
frequency, its sales executives 
use room arrangement to show 
how attractive their suites ap- 
pear in home environments, but 
much more often the efforts of 
the decorator are confined to 
unit presentations which enable 
the passer to see the suite or the 
occasional chair, desk or table 
advertised “at a price” in local 
newspapers. 


The skill and knowledge of 
the display department of the 
department store causes its 
windowmen to look well to the 
appointments of their displays 
regardless of the merchandise. 
Seeking to exploit all of the 
natural attributes of their wares, 
to emphasize its desirability, the 
display manager usually insists 
upon presentation in a manner 
best calculated to develop buyer 
interest. Knowing that the pur- 
chaser is primarily concerned 
with the fitness of the suite or 
piece for her apartment, he tries 
to produce a setting that, in 
large measure, reproduces the 
appearance of the typical home. 
His appeal is to a select class of 
buyers who can afford better 
goods than those bought by the 
masses, justifying a realism that 
seldom dignifies showings in 
the run of furniture stores. 


The fad for colorful kitchen 
furniture, first recognized by 





THE GULF BETWEEN—The 
difference between department and 
furniture store display is shown by 
the two upper illustrations. Top, a 
Carson-Pirie-Scott kitchen empha- 
sizing beauty; center, a Hartmann 
Co. price appeal window; base, a 
room arrangement by the Select 
Furniture Corporation, Pittsburgh. 
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the R. H. Macy Co. in an epochal “color in the kitchen” dis- 
play shown in their New York windows early in the fall, was 
acknowledged in Chicago windows within six weeks. By far 
the most interesting of the displays that followed was installed 
at the Carson, Pirie, Scott & Company’s State Street store. 
Although on a side street with only a fraction of the volume 
of passers flowing by the State Street front, this window 
stopped over 60 per cent of passing pedestrians. 


Display Manager J. E. Tannehill had produced a model 
kitchen here, complete in furnishings. Neat curtains appeared 
at the two windows in the pale green background. A green 
enameled kitchen cabinet appeared in the center, its porcelain 
top pulled out to allow placement of a group of crystal baking 
dishes. A breakfast suit flanked it on the right, the table bear- 
ing a green porcelain top. At the right was a white gas range 
striped with green. 


Every piece of furniture in the window was green. The 
pots and kettles were in green enamel; the ledges in front of 
the windows were stacked with china in flowered trimmings. 
The left half of the floor was covered with green utensils. 
Setting and wares blended together into a smooth and inspiring 
spectacle that charmed women, and won ungrudging approval 
from their escorts. 


Hartmann’s great chain of Chicago stores exercises a domi- 
nating influence upon furniture retailing in Chicago. Im- 
pressed with the wisdom of obtaining a store building designed 
especially for a Loop headquarters and selling unit, the man- 
agement erected a new building on Wabash Avenue. The 
show windows installed here were designed expressly for 
furniture, and possess the depth required for room arrange- 
ment displays. Strangely enough, the backgrounds are exe- 
cuted in caen stone with huge ornamental portals in the center 
of each unit. This queer choice of materials exerts a disturb- 
ing influence, prejudicing attempts at realism, imperiling every 
effort to reproduce the aspects of the average home and seri- 
iously distracting from the color appeal of the wares. But 
the windows are commodious and impressive, and by skillful 
use of drapes and decoratives the display department has been 
able to offset some of these handicaps and is turning out dis- 
plays that have marked effectiveness. In an accompanying ilus- 
tration a bed room suite is shown, all of the units being in- 
cluded in the scene but not in the natural room arrangement. 
The dominating feature of the display is the window card, 
which stresses the price value of the suite with a ringing 
clarity. 


There is a surplusage of space in this window, and the 
displayman has taken advantage of this by placing his units 
around the room with a large amount of clear floor space in 
the foreground, enabling the passer to see each piece without 
difficulty. The positions given the dresser and chiffonier almost 
approximate the normal places in a bed room of average size. 
The chairs and stand are well selected and placed, but the 
pillow in front of the dresser is stilted and altogether too 
obvious. The bed is so far in the background that it is diffi- 
cult to get the effect of the spread “over” to the passer, a 
minute and perhaps inconsequential feature, but an element 
of decoration which adds to the effects of the “room.” 


The wide variance between department store and furniture 
store schemes of presentation is well brought out by these con- 
trasting displays. In one, all effort is concentrated upon pro- 
ducing a picture that will appeal to the average woman’s 
delight in beauty and color. In the other the advertiser as- 
sumes that the passer will want the goods if the price is right 
and uses magnificent windows as a background for price cards. 


Parallel the preceding display with the base illustration and 
the value of fidelity to the room arrangement plan immediately 
becomes apparent. In this trim, used by the Select Furniture 
Corporation of Pittsburgh, the background faithfully imitates 
the walls of a residence, French doors appearing at the back, 
and arched portals piercing the sides. Lighting fixtures have 
been chosen with care and the floor coverings are warm, and 
conservative in color. The twin bed suite is large enough to 
fill the space comfortably, and every piece is placed naturally. 
Only one marring feature, a fabric drape over the beds, breaks 
into ‘the realism of the scene. 
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3152 READING ROAD 


Cubist Display Stands 


IN SEVERAL SIZES AND NEWEST 
COLOR COMBINATIONS 


A display unit that 
is entirely different. 
Especially suited 
for display of 
small wares, toilet- 
ries, furnishings, 
handkerchiefs, ac- 
cessories, etc. 


Color Combina- 
tions: Antique Gold 
and Turquoise 
Blue, Chinese Red 
and Gold, Old Ivory 
and Gold, Black 
and Gold. 


Size Each 
12x24 in.....$21.50 
26 x 32 in..... 27.00 
24x48 in..... 39.75 


Special Notice — We 
have a Special Service 
Department to __ solve 
your individual display 
problems and can give 
you entire satisfaction. 
We specialize in the 
designing and produc- 
tion of distinctive dis- 
play creations in the 
modern trend. Write us. 


THE GOOD-ART POLYCRAFT STUDIOS, Inc. 


CINCINNATI, OHIO 











CHAMBERS 











of dollars’ 


DISPLAY 
FIXTURES 


Egyptian Pyramid Unit Table, 36” High 
over all. Made of GENUINE WALNUT, 
finished in any color stains or enamel. Ideai 
for the showing of Shoes, Toys, Leather- 
Goods, Jewelry, Stationery, Perfumes, To!- 
let-Sundries, Notions, etc. Was ever a stand 
designed for a greater number of uses of 
the lines that wear the trimmer’s patience? 


Use Pyramid Unit Tables in your 
windows and on your ledges. Hundreds 
worth of small wares are 
being sold in this way. 


DAVID B. CHAMBERS, Est. 1916 
41 W. 35th St, NEW YORK 




















An Appreriation 


TO THOSE INTERESTED IN BETTER DISPLAY 
FABRICS, WE DESIRE TO EXTEND THE COM- 
PLIMENTS OF THE SEASON AND THE SINCERE 
WISH FOR YOUR PROSPERITY DURING THE 
NEW YEAR. BY CONSCIENTIOUS SERVICE MAY 
WE EARN -A CONTINUANCE OF THE CORDIAL 
RELATIONS EXISTING BETWEEN US. 


MENDELSOHN’S TEXTILE CORP. 


156 West 45th Street, New York City 














Read DISPLAY WORLD Regularly—It 
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How The Virginia Electric Co. Exploited Popular Interest in the Portsmouth Navy Yard Is Revealed in Mr. Caudell’s Display 


Bidding for the Community's Favor 


“Good Will” Has a Market Value That Cannot Be Ignored and 
Windows Cultivating It Are Always Profitable 


3y GLENN CAUDELL 


OOD will is the basis of successful mer- 

chandising, and is an asset to any business. 

It has a monetary value, as is proved when 

a business is sold. Hence it seems fitting 

that window displays should be frequently 

used for the sole purpose of fostering the feeling of 

good will between the store and its patrons. Civic cele- 

brations and other events of local interest, as well as all 

holidays, may be the occasion for the installation of a 

good will window. Human interest is thereby aroused 
and the display makes a favorable impression. 

Show windows have an unique importance in civic 
life, and have pronounced appeal when they mirror the 
life of the community. When a window, devoid of 
merchandise, exploits issues of local importance, it is 
an expression of friendliness and warms the public’s 
heart. 

I put in such a window on “Navy Day” for the 
Portsmouth office of the Virginia Electric & Power Co. 
Our people are proud of the Norfolk navy yard, which 
is located in Portsmouth, and are always interested in 
anything pertaining to it. On “Navy Day” the navy 
yard keeps open house, and there is usually a parade or 
celebration of some sort. The Virginia Electric & 
Power Company’s contribution to the celebration of 
“Navy Day” was fittingly exemplified by the decora- 
tions, which directed attention to the historical signifi- 
cance of the local yard. 

In the center foreground were two pictures, one of 
Commander Richard Dale, the first executive officer of 
the yard, together with Rear Admiral W. C. Cole, who 
had the distinction of its guidance in this anniversary. 
To the right and left of the commandants’ pictures were 
two cut-outs of modern U. S. sailors made out of wall- 
board with a cutawl. 

The centerpiece, a very handsome model of a Dutch 
merchant ship, fitted in suitably with the background of 





Caudell Display Service, Portsmouth, Virginia 


navy regulation colors, blue and gold. Photographs of 
the clipper ships and frigates, together with the navy’s 
fighting craft, new and old, were each given prominence 
in the general scheme. A recent photograph of the 
U. S. S. New York, recently modernized at the local 
yard, furnished a fit guage of the ability and scope, as 
well as the facilities, of this well-equipped yard. 


Hardware Window School Held 


Detroit Distributor Provides Classes on Display for 
Benefit of Patrons—Seven Windows Used 





HE most recent innovation of the Standart Brothers 
Hardware Corporation, of Detroit, was a window 
display school. The school was established with 
a view to helping hardware dealers who dress 

their own windows. The school was in charge of H. F. 
Murphy, vice-president and general manager, and the credit 
for the resourcefulness that went into the displays goes to 
W. G. Austin, sales manager. 

Mr. Murphy opened each evening class with a short and 
pertinent talk on store management and the values of at- 
tractively displaying merchandise. Under Mr. Austin’s direc- 
tion the dealers were given instructions in the fundamentals 
of dressing windows and display tables, and then the dealers 
were divided into groups and given personal instruction in 
actually making various displays by four professional win- 
dow decorators. 

Seven sample windows and seven floor and table displays 
were used in connection with the school, and each dipslay 
was rebuilt by the dealers every night. The displays, cover- 
ing washing machines, radios, electric appliances, cutlery, 
seasonable goods, etc., could not be classified as stunt win- 
dows, even though they were unusually effective, as there 
was little effort to force the merchandise. Simplicity was 
the keynote. 

The average cost of the material used in decorating the 
windows was only 75 cents to $2.00. The importance of 
selecting kindred articles for the display and not overcrowd- 
ing the space was emphasized. 

The classes were excellently attended every night and the 
dealers manifested a real interest in the work. 
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THE ADLER-JONES CO. 
649 S. Wells Street 


Artificial Flowers—Decorations 


THE BODINE-SPANJER-JANES CO. 


1loU Chatham Court 
Distinctive Display Decorations 


BOTANICAL DECORATING CO. 
319-27 W. Van Buren Avenue 


Artistic Decorations & Artificial Flowers 


CHICAGO CARD BOARD CO. 
666 Washington Blvd. 


Art Poster Card and Mat Board 


CURTIS LIGHTING, INC. 
1119 W. Jackson Blvd. 


Complete Equipment for Lighting Effects 


THE D. J. HEAGANY MFG. CO. 
1123 W. Washington Blvd. 


Metal Display Fixtures and Card Holders 


| Display el | 
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: and Uecorations 


Chicago affords the most complete Display Equipment and Decoration Market in the 
, World—Time and money may be saved, and the best that decorative genius creates can 
be obtained in Chicago at prices that can not be duplicated—quality considered. 


INTERNATIONAL REGISTER CO. 
13 South Throop Street 
“CUTAWL” Decorative Cutter 


THE KOESTER SCHOOL 
314 S. Franklin Street 


Display and Card Writing Instruction 


PAASCHE AIR BRUSH CO. 
1902 Diversey Parkway 


Air Brushes and Accessories 


REFLECTOR & ILLUMINATING CO. 
1417 West Jackson Blvd. 


Lighting Equipment for Show Windows 


SCHACK ARTIFICIAL FLOWER CO. 
134-140 North Robey Street 


Window and Interior Decorations 


SILVESTRI ART MFG. CO., INC. 
1035 Orleans Street 


Bakard Compo Display Creations 


Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of The DISPLAY WORLD. 


Write for Catalogues! 
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Selling Shoes By Seasonal Displays 


Tried Methods for Producing Buying Urge by Associating Footwear 
With Weather Changes and Current Events 


By W. L. DODD 
Sales Manager, W. L. Douglas Shoe Co., Brockton, Mass. 


ANUARY offers a good opportunity to 
feature the thought in the window: “Re- 
solved, That I will give my feet more 
comfort during 1928.” I used such an 
idea one time, the idea being developed 

around a huge card worked out in the form of a scroll, 
which had been unwound sufficiently to present the 
copy idea mentioned above. In the window itself, of 
course, were a number of shoes especially comfort- 
able, either because of special fitting qualities or in- 
built characteristics, with little talking cards calling 
attention to the inbuilt comfort features. 

February frequently is a month when the mer- 
chant cleans out his stock in preparation for early 
spring business. I have used several ideas in connec- 
tion with this. One was to mass a lot of shipping 
cases in the window with shoes coming out of them, 
playing up the idea of an abundance of choice in the 
sale, together with a suggestion of freshness of stock 
recently received in shipments from the factory. 

I have also used very nattily dressed figures 
brightly colored, the heads of which were the soles 
of shoes. These heads carried a number of expres- 
sions, and each figure held a placard in its hand 
written in a personal style, as, for instance, “I dress 


your feet with style.” The expression on the face of © 


the figure carrying this placard was of “high-hat” 
type, and, of course, near the figure there were a num- 
ber of smart, attractive patterns. Another figure car- 
ried a placard, “I dress your feet with comfort,” and 
the facial expression was one of beaming satisfaction. 
All told, I used about six figures in the window, each 
one about eighteen inches to two feet high. 

During March the going is apt to be quite nasty 
underfoot, and I have used this month to feature 
what is known in the trade as storm-welt shoes, or 
caulk-welt shoes. There was an appropriate central 
card bringing out the fact that these shoes helped to 
keep the feet warm and dry, and in the window were 
a number of photographs of pedestrians battling with 
previous blizzards or slushy streets. 

I have also worked a window out, covering the 
window with a combination of flour and salt to sug- 
gest snow, with a human figure plowing its way 
through the snow. Such an arrangement gives an 
opportunity to get some interesting footprints in the 
snow. 

April, of course, brings Easter and style. The 
windows have been on the regular lines of display; 
that is to say, shoes and drapes, but using a color 
scheme appropriate to the period and price tickets in 
the form of baby chicks, or some similar Easter 
touch. Palms were also used in the background. 

May brings the wearing of sports shoes and the 


window can be dressed with a grass rug in which a 
few yellow crocuses are seen peeping through. A few 
golf clubs, a golf bag and perhaps a scene typical of 
a hole at a golf course completes the thought. 

June is always associated with weddings, although, 
of course, people get married every month of the year. 
I have made windows for such a month of informative 
type, as a chart showing what the well-dressed man 
should wear at a formal or informal wedding. Rice 
and confetti are scattered in the window, perhaps a 
wedding scene in miniature, and similar thoughts can 
be used. Shoes on display should include types for the 
bridegroom, for the bride, best man, bridesmaids and 
guests, and be ticketed to disclose for whose use they 
are intended. 

By July people are going on vacation, and this is a 
good thought to get in the window, featuring sport 
shoes, together with plain shoes, and a few good, com- 
fortable types. The central card in the window will 
want to play up the fact of shoes for vacation, and on 
one side you can show smart types that the young 
fellow would buy, and in the other side of the window 
good comfortable shoes, such as would interest an older 
man, together with a card reading, “Give your feet a 
vacation, too.” With such a window I have used a big 
shadow box, on the floor of which was sand and sea- 
weed, and in the background a panoramic effect of the 
sea and clouds. In the foreground was a pair of shoes, 
over which were draped about eighteen inches of sport 
trousers so as to give the effect of a man in sport 
trousers and sport shoes walking along the beach. 


August usually brings hot weather, so cool comfort 
for summer heat is a good thought. I used a window 
showing a man in linen trousers seated by an open 
window with a glass of frosted lemonade near at hand. 
The color scheme was in cool blues and greens, with, of 
course, the bright yellow of the lemonade as a color spot. 
The linen trousers also helped to complete the idea of 
coolness, and there was a concealed electric fan to keep 
the curtains at the window fluttering to further empha- 
size this thought. 

September offers an opportunity to get at the style 
buyers again. As a lot of students are getting ready to 
go away to college, I used the window at one time to 
display a wardrobe trunk showing a baggage label ad- 
dressed to some college, with a pennant lying on top of 
the trunk and a card of copy reading, “You will want 
to go away to college looking well dressed.” 

October brings football. One of the best windows 
I had on this was by covering the floor of the window 
with green grass and across it lay strips of white tape 
to represent a playing field. In the background a white 
stadium was erected. On the concrete steps of this 
platform the shoes were displayed, in the throats of 
which were thrust stockings in the color scheme of the 
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two rival teams. For instance, we will say Yale and 
Harvard were playing. In the seats of the stadium 
there would be displayed shoes representing spectators. 
In the throat of the black shoes crimson stockings would 
be thrust, while in the throats of tan shoes would be 
blue stockings. Down on the playing field I had an 
actual game in.progress, which was accomplished by 
getting the photographs of a game, enlarging it, so that 
the human figures were about eighteen inches tall, cut- 
ting these out and pasting them on to a heavy cardboard 
back and setting them up in the window to give the 
effect of an actual play in progress. The captains of 
the two teams could also be displayed in the window. 

Another idea I used once was a card reading, 
“Things to take to a football game,” and displaying 
around that card a raccoon coat, thermos bottle, photo- 
graph of a pretty girl, blanket, tickets to the game, pen- 
nant or arm band and a pair of shoes. 

November, to my mind, always means homecoming, 
as many families unite at Thanksgiving for the one 
time of the year. On one occosion I put in a display 
made by setting up in the window an attractive colonial 
home, built to scale, standing about four and a half feet 
high. In the window of the home there was a very at- 
tractive gray-haired lady with tears of happiness 
streaming down her cheeks, reading a letter that she 
had received from her son, stating that he was coming 
home. The tears were made by putting a few drops of 
glue on the cut-out. The face, of course, wore a pleased 
expression. The letter in the hands of the woman was 
only about one or two inches high, but you could 
actually read it if you got down close to the window. 
The roof of the house was green, which gave an oppor- 
tunity to display tan shoes against an effective back- 
ground. Snow was drifted across the other half of the 
roof, which made a good contrasting background for 
black shoes. One little touch that was quite effective 
was to place a bottle of ammonia and a bottle of hydro- 
chloric acid in the chimney with the stoppers removed. 
The fumes of the bottles immediately combined, cre- 
ating a grayish-white vapor resembling smoke and giv- 
ing the effect of actual smoke curling up from the 
chimney. 

Weather usually gets cold during November, and it 
is time for men to put on heavy-weight shoes. A 
humorous display which I used was a board fence, be- 
hind which a number of young boys were sneaking with 
snowballs in their. hands. Above the top of the board 
fence could be seen a silk hat, and between the ground 
and the bottom of the fence were the feet of a man. He 
was walking along a brick sidewalk and the youngsters 
were standing in the snow. The color scheme, worked 
out in the white of the snow, the black of the hat, the 
red of the sidewalk and the gray of the sidewalk made 
quite a pleasing. combination. 

The keynote of December, in my opinion, is good 
cheer. One such display I used represented a fireplace 
with glowing logs, while outside through an open win- 
dow a, snow storm could be seen. The outside scene 
was lighted by cold blue lights, while, of course, the 
fireplace was illuminated with red lights to contrast the 
difference between outdoors and in, and develop the 
idea of cheer. Slippers and hosiery are important items 
in shoe stores during December, hence hosiery was dis- 
(Continued on page 48) 
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at the point of purchase 


WINDOW AND COUNTER SALE 
PROMOTERS 
Built-to-Order Units That Show Products 
in Use 
Cost Less Because They Do More 


Action Advertising Displays 


Office & Studio, 233-239 W. 42nd St., New York City 
Phone Wisconsin 6909 (Factory in New York City) 





























No. 2500—Size, 5’8” high; three panels each; $ 50 
18” wide; real cowhide leather..... ....... 


Newest Display----Leather Screens 


Over 150 different designs, including Adam Period, 
Renaissance, Floral, Hunting—French, English, etc., 
in all treatments, Light or Dark Backgrounds—worthy 
of your inspection at our show rooms. 


’ We Invite Your Inspection. 


ROMAN ART SCREEN CO. Inc. 


Leather Hand-Painted Screens 


414 MADISON AVENUE NEW YORK CITY 
Tel.: Mur. Hill 3137 
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Entries in the Show on View in the Windows Added Materially to Farmer Patronage and Friendliness 


Paying Tribute to the Corn Growers 


The Kewanee Dry Goods Company Demonstrates Its Interest in a 
Major Agricultural Activity With a Corn Show 


3y VERNON P. ESTES 
Display Manager, Kewanee:-Dry Goods Co., Kewanee, Ill. 


ORN is King,” said the caption of the bold 
type advertisement that heralded the Ke- 
wanee Dry Goods Company’s first “Corn 
Show,” held October 22 to 29. “Corn is 
king in the great corn belt of northern 

Illinois, and, as the harvest time approaches, this store 
will do homage to King Corn with our first annual corn 
show.” 

In a competition thrown open to the farmers of 
Henry, Bureau and Stark Counties, the company set up 
prizes of $30.00 in cash and $70.00 in merchandise. 
The corn was to be harvested in the 1927 crop, entered 
by October 22, and was to remain on exhibition for one 
week. No entry fees were solicited or permitted, and 
the competitors were limited to one entry in each class. 
Corn is the principal grain crop of the region, and 
our recognition of the importance of the harvest and 
our interest in the growers was a capital thing for the 
store. The territory we covered by the competition was 
small, but we did not deem it advisable to have entries 
from farmers outside our trading area. As it was, 
some of the entrants came from a distance of twenty or 
thirty miles. 

Ninety-four farmers brought their selections of corn 
in for the show, providing choice allotments of yellow, 
white and red ears. While this list was not large, it 


does not measure the interest exhibited in -the show. 
Hundreds of other farmers, and townspeople as well, 
visited the store during the week we were receiving the 


entries, and the following week also, the week of the 
judging. 

The judges were two expert corn men, one a county 
farm agent. The show proved a good thing for most 
of the growers, even when they did not win prizes. 
They were able to compare their corn with the exhibits, 
and by inspecting the prize-winning units to get a con- 
ception of the type of corn most favored by the experts. 

The windowed exhibit of the entries was one of 
the most beneficial elements of the week, as the non- 
exhibitors became more fully aware of the extent of 
our efforts. Hallowe’en was approaching, and it seemed 
feasible to link its coming with the harvest show that 
was in progress. Consequently, I evolved a background 
that took away the familiar aspects of the permanent 
backs and lent autumnal flavor to the scene. 

The setting depicted a wooden fence with irregular 
pickets, alongs whose tops trotted a bushy-tailed cat, 
limbs stiffly taut, altogether symbolical of the black cats 
and witchery of All Saints’ eve. 


USE FAIR BOOTH TO HERALD ANNIVERSARY 


When the Leonard-Fitzpatrick-Mueller store at Winston- 
Salem, N. C., celebrated its first anniversary this fall no 
special stunts or advertising were used, according to A. T. 
Dixon, manager of the unit, but good values in merchandise 
brought a 34 per cent increase over last year’s sales for the 
period. The only extraordinary feature of the celebration 
was an exhibit in a county fair booth in which overalls, work 
shirts and similar items were displayed. 
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Another interesting 
arrangement by Clarke 
& Co., of Peoria, Iil., 
using “Sol” Fabrics. 
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Backgrounds for Prestige 


aie active agent—in window or in show case—is the merchandise 
displayed; the passive builders of prestige are the backgrounds and 
draperies that contribute a suggestion of quality and style. More and 
more displaymen are turning to “Sol” and other Hexter fabrics for back- 
grounds and interior decorations of harmonious richness. 






The distinctiveness of imported 


“SOL” Fabric 


is enhanced by varied patterns and a choice of 40 attractive colors. 

Durable, distinctive, yet moderate in price—they form both a practical 

and attractive background. And the wide range of choice offered you in 

our sunproof Velvets, Silk Taffetas, and Chintzes gives you a selection 

in display and decorative materials bound to meet every conceivable 
' requirement. 








Complete stock of all colors and widths assures prompt service on all 
orders. 





Samples and Color Chart Upon Request 


S. M. HEXTER & CO. 03%; CLEVELAND, O. 


New York Office: 381 Fourth Avenue Chicago Office: 189 West Madison Street 
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Color’s Magic Rescues Jimmy Parsons 


A Trimmer Who Tried and Failed Finds That Reckless Combinations 
Were His Worst Foes—The Color Expert’s Code 


By OLD TIMER 


HE old homestead was badly in need of refurnish- 
ing. The family had gone south for the winter. 
and as Old Scarborough, senior member of the 
firm, had long since determined on no more 
shilly-shallying when it came to tinting the walls 
of his house, November 10 found Julius Schmidt 

busily on the job with the signed contract safe in his ‘desk. 
Peter Thompson, Scarborough Store window trimmer, man- 
aged to put in most of his time there also. He had heard 
much of Julius’ fame as a color expert, and this was too good 
a chanc@ to lose. 

“For this room, facing the east,” Julius mused aloud, his 
eyes narrowing intently as he gazed out through the window 
straight at the morning sun, “we shall use sombre tints. Silver 
and black. Gray, or putty—but I think we'll use silver and 
black. ” Julius might have been reciting a lesson, as he con- 
tinued, turning a little worn book he held. “For the south 
rooms we'll use cool: dark greens. For those rooms facing 
west. we'll plan on rose and mulberry and cerise touched up 
with ivory to enrich the fading sun as it comes from that 
quarter. 

“And,” flipping over a page in the interlude, “for the rooms 
that face the bleak, harsh, cold north light we'll use shiny 
gold and shiny gold aplenty.” ; 

“Gee!” ejaculated Pete, admiringly, “what you don’t know 
about color and light and shade is nil. You are a veritable 
gold mine of color harmony, Julius, and not a bit stingy about 
doling it out.” e 

“It was a revelation to me, too,” Julius nodded, “when first 
I began to grab the untold possibilities that lie in the correct 
use of colors alone. When I discovered that change of color 
alone—granted even that materials, workmanship, plans and 
design were identical—could transform a dud into a knockout, 
a new world was opened up to me. The realization came to 
me at the most critical time of my life’s study. I had very 
nearly given up. It’s a great pity that work alone in our youth 
doesn’t count for more. One can spend countless hours, end- 
less labor, only to find his ‘masterpiece’ is a dead one, a fiasco 
due to crash of tones with lights; whereas, with the right 
colorings, he might just as easily have been a winner.” 

“T’ll bet that’s the trouble with Jimmy Parsons, trimmer 
over at Stillwell’s,” Peter broke in eagerly. “That boy works 
like a dog to put in great windows, like those of Trumbull, 
Doremus, or John Crowe, or any other of the big trimmers. 
But there’s always something wrong with them. ‘I never 
thought of it till now. Jimmy thinks it’s because of the bigger 
appropriations the other fellows have, and perhaps they play 
some part in it. But I can see now that his real failing is in 
his color weakness. He uses such wretched color combina- 
tions. He had a yellow window in last week that’d knock 
you back to the curb.” 

“That’s because it was facing east, you'll find,’ Julius ex- 
plained. “Had he used a cool gray, or a putty, or a very black 
green, either one relieved with touches of silver, he’d have had 
a very different story to tell.” 

With Peter Thompson, to know was to act. The very 
visualizing of the struggling, discouraged, hard-working Jimmy 
sent him on his way there. He could hear Jimmy’s groans 
even as he ascended the stairs to the latter’s workshop. 


“Ah, me!” it went on ceaselessly, “Poor me! A big toad 
in a small pond! Much too big in ideas for a miserly house 
like this! Think of it, Pete,” slumping his head between his 
shoulders and ruminating ruefully, “Trumbull draws down 
fifteen grand a year, and my tightwad of a house don’t spend 
half that much on the whole kit and kaboodle of us—won’t 
even allow me an assistant! Fifteen grand a year! And noth- 
ing but a bum old trolley car conductor after he lost out at 
Fishback’s.” And Jimmy angrily. punched his clenched right 
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“He Was a Big Toad in a Small Puddle” 


fist into the hollow of his open left palm, while he glared at 
the amused Pete. 

“You are young yet, Jimmy,” Pete told him gently. “When 
you are older you won’t waste your time grumbling and groan- 
ing like a baby with the ‘tummyache.’ You'll get busy and 
find the remedy for what’s wrong, and apply it.” 

“Yeh! Talk’s cheap—” Jimmy commenced. 

But Pete cut him off. “Put on your hat and we’ll take a 
walk,” he suggested. 

Straight they went to-the windows of the famous Trum- 
bull, the one with the big appropriation to spend, and there- 
fore, to Jimmy’s mind, the successful one. Jimmy stood in 
awe before a majestic display, all in white, that faced north. 

“You think these windows are great, Jimmy,” Peter com- 
menced, “and they are—for reproduction in the trade journals. 
The lines are excellent, but they leave one cold, because of 
their very whiteness against the harsh north light. Trumbull’s 
firm approves of this type window, and, his trade being mostly 
carriage trade, he can indulge his fancy for chaste white or 
pastel tones to a fare-you-well. They are original and unusual, 
and much admired for their classic beauty, because Trumbull 
is an architectural wonder. Come on over to Fishback’s and 
I’ll show you something else.” 

Fishback’s windows also front on the north. Peter halted 
Jimmy before a window, and Jimmy’s eyes lighted up. He 
saw a treatment all in golden tones—the panelings of gold wall- 
paper, the cove of two-toned ivory, the ceiling of canary. 
Against the panels were hangings of lustrous velours, of a 
rich, warm walnut tone, that shimmered in bas-relief against 
the golden glow of the background. 

“A simple, arresting, friendly treatment,’ Peter re- 
marked, borrowing some terms from his friend Julius. “How 
much did the wall-paper cost? What drapery department 
wouldn’t gladly lend the hangings? It is a beautiful picture, 
Jimmy, you know it is. And see it bang away at the cold 
north light as no other coloring will!” 

Peter felt a little woeful as he watched Jimmy’s castles 
tumble and his grumblings cease, and laughed aloud as his 
young friend suddenly cried, “Keno! If he can do it on colors 
alone, then so can I.” 

Unhindered expenditure of money alone is not a guarantee 
of the best results. If one is putting in a window to be photo- 
graphed for reproducing in the trade journals, one can spend 
little or much, for clinging closely to the white or pastel tints 
will give him the effect he needs. The same applies also if 
the window is to appeal to his sidewalk audience, for the 
simplest setting done in harmony of attractive colors, with full 
consideration of the light they are to face, can cause the on- 
looker to stand agape, yet be arranged and composed almost in 
its entirety from the stocks in the store. 

The little will-o’-the-wisp trimmer, flurrying about, gripping 
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his sidewalk friends through the very audacity of his daring 
smacks of corals and jades, niles and pinks, cerises and golds, 
peacocks and geraniums, his garden riot of colors the very 
thought of which would drive the architectural trimmer half 
out of his wits, has quite his own place in window work. 
Where one trimmer would not for an instant entertain the 
thought of using such gay colorings, lest they fail him when 
the midnight photograph is to be taken, his colleague across 
the way knows that his safety lies in their discriminating use. 

Many trimmers wonder that they hold their jobs. They 
know in their hearts that they are not mechanical trimmers, 
nor background designers, nor are they expert builders of 
gorgeous settings. They realize that the feature trims, glori- 
fied stage effects of the big trimmers’ windows, features which 
the big fellows have practiced till they could build them in 
their sleep, are beyond them. The hammer and saw and glue- 
pot may be as a Chinese puzzle, and fingers turn to thumbs 
when birchbark and foliage and flowers require tricky placing. 
But these men have—perhaps unconsciously—dug deep down 
into their innermost selves, have brought to light their sense 
of color harmonies, have wheedled and cajoled and trained 
and developed it to a shining resplendence, and achieve on that 
alone. 

Better by far be a 100 per cent colorist than a 40 per cent 
designer. For this is the day of the specialist, who drafts one 
line and sticks tili he has mastered it and reached its very 
pinnacle. Better be the small toad in the big pond, wiht pienty 
of room to swim, than the big toad in the little pond starved 
to death for room. One might suffer a little in the big pond 
until he gets the hang of it, but it is suffering that brings out 
man’s best. 

“In selecting the colorings for your trims, Jimmy,” Peter 
continued, “remember that the warm, friendly tones of the 
color window do not photograph well for reproduction. The 
color window appeals to the sidewalk audience, and in arrest- 
ing their attention does the trick. Whereas the window of 
sharp black and white, or ivory, or all white, is best for repro- 
ducing.” : 

“T haven’t reached the reproducing ear yet, Mr. Trimmer,” 
Jimmy replied, sagely, and with a wise wink. “That is yet 
to come.” 

It pleased Peter to be called “trimmer.” Old-fashioned as 
he was, he had not learned to “put on dog.” He could never 
forget a letter he had received from his one-time colored 
porter, who had migrated “no’th,” requesting reference for a 
job of ‘su-per-in-ten-dent” he was after, nor his later discovery 
that the new “superintendent” was holding down the job we 
know familiarly as that of janitor. Sure it is, the title’s the 
thing. Anyway, you can get the ear of any of the boys in the 
window game if you just hail, “Hello, Mr. Trimmer!” And 
he’ll come back like a flash with, “What’s the news of the 
‘trimmers ?’ ” 

“Good morning, Mr. Display Manager,” a stranger one 
morning greeted a trimmer stalking down the aisle, proud as a 
peacock, and loaded down with merchandise and dignity. 

“Say,” he replied, flinging the merchandise he carried in 
back of the window. “What are you trying to do, kid me?” 


and then, like the artist he was, repeated: 
‘“What’s in a name? That which we call a rose 
By any other name would smell as sweet.” 


His interested assistant called from the depths of the win- 
dow: “How about cabbage?” 

Is that retrogression? If so, so be it. On with the dance! 

“It would be presumptuous to say that one must not use 
gold in the east or south light, Jimmy,” Peter continued. “One 
does as one wills. But, if you have once blinked your eyes in 
the blinding light ‘of a gold-tinted room with the east sun 
beaming in, and rushed to the window to draw the shade so 
that you could eat your morning meal in peace, you will know 
what I mean. 

“Cooling colors for the east light, and, for the south, putties, 
blacks, jades, peacocks, blues. Not golds, nor browns, Jimmy. 
They, with the warm mulberries and cerises, maroons and 
heliotropes, are for the north and west light. Remove the 
yellow paper from a south room and replace it with.grey and 
see the difference. See the cooling change. Decide on ivory 


paper with pink roses for the west room, instead of the pale 
grey first thought of, and ‘the room is an inviting one. 
(Continued on page: 60) 
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Around the Clock in Jewelry Display 


Keen Competition Puts Premium on Windows, Making Merchandising 
an Essential Requisite—Ideas That Made Goods Seasonable 


3y PAUL J. KENNEDY 


Display Manager, Torrence-Morris Jewelry Co., Gastonia, N.C. 


HE popular price jewelry store is rapidly 
advancing in public favor, and with this 
advance competition among these stores 
has created a new policy in operation. 
One of its principal features is to make 

windows a great drawing factor for the sale of mer- 
chandise. With that in mind, it becomes necessary to 
recogitize the display department as an important cog 
in the successful management of the store. 


Correct 
sot RING 


Time 
ws 





System and knowledge of merchandise are vitally 
important. The displayman must absorb the enthusiasm 
of the merchandise men to effectively display merchan- 
dise in keeping with the spirit of events and to reflect 
the policy of the store. 

The ring window installed at Torrence-Morris is 
illustrative. In the background a large clock dial 
was painted on a round piece of plain glass. Small 
velvet ring pads were pasted where the numerals are 
supposed to be. Opposite each 
pad on the inside was painted 
the months of the year, and on 
on the outside the name of the 
birth-stones. Beginning with 
January, the rings were inserted 
in the pads according to the 
months, thus showing all the 
birth-stones. In the middle of 
the dial was painted “Correct 
Ring Time,” and on each side 
was a small sign, one reading 
“A Ring for Her” and the other 
“A Ring for Him.” Then other 
rings were also displayed in the 
window, thus making a com- 
plete ring window. 

Simple yet tasteful and most 
attractive was the Thanksgiving 
window. In. the center back- 
ground was an aurolite machine 
operated by heat, and, when 
turned on, showing several 
colors of the rainbow through 
the frosted glass. On the glass a 
turkey was painted, also the axe 
and chop block. From the light 
frame to a larger frame tubes 
of crepe paper in the autumn 
colors were used. In front of 
the frame a table was set with 
the latest pattern of silverware. 
Around the table were displayed 
pieces of silverware and a ser- 
vice set. Colored lights were 
used in the window, endowing it 
with beautiful lines. 

No display is really good 
until it sells goods. Decorative 


SEASONS AFFECT JEWELRY 
—The jeweler must cash in on 
reasonable merchandise as Mr. 
Kennedy demonstrates with his 
silverware display for Thanksgiv- 
ing (above) and “Correct Ring 
Time” of focusing attention on 
birthstones (below). 
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Tre MOST EXCLUSIVE 


MADE OF UNBREAKABLE MATERIALS AND({UNAFFECTED 
BY ANY DEGREE OF HEAT 


Display by Grands Magasins du Printemps, Paris, France 


International Clearing House 
of New York, Inc. 


Distributor for U. S. A. 
303 FIFTH AVENUE NEW YORK CITY 


ILLUSTRATIONS ON REQUEST 
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John C. Rice’s Community Fund Display Which Won the Milwaukee Sentinel’s Prize for Espenhain’s 


effort has a place in every window, but it should not 
overshadow the value features of the merchandise. The 
more a displayman puts into a window the more profit- 
able the results will be at the windup. 





Selling Shoes By Seasonal Displays 
(Continued from page 41) 

played along the mantle of the firsplace as if waiting 

for Santa Claus to come down the chimney, while in 

front of the blazing logs there was a pair of comfort- 

able-looking slippers. 

Two other ideas that I have used from time to time 
during the year might be of interest. A shadow box, 
along the lines of the one described for July, but, of 
course, rendered appropriate to the month in which it 
was used, the idea being to show a pair of shoes, about 
a foot of trousers, and an appropriate background and 
foreground. Another combination which worked out 
quite well, and which was recently tried very success- 
fully by Jordan-Marsh, of Boston, is the use of comic 
cut-outs in the window similar to actual illustrations 
used in the newspaper or direct mail advertising. 
Jordan used the idea to sell dancing shoes, and had the 
newspaper advertisement illustrated with drawings 
made by John Held. The same sketches were thrown 
up large and made into cut-outs in the window. Thus 
the patron read the advertisement in the morning paper 
and saw the same dancing figures in the window when 
he went down town during the day. 

I used the combination with direct mail. For in- 
stance, early in the spring, when the new spring styles 
were coming in, I sent out a postcard illustrated with a 
cocky-looking little robin, and copy similar to the effect 
that when you see the first robin it is time to look over 
the new spring styles. The same cocky robin was 
“thrown up” into a cut-out about two feet high and put 
in the window, together with the same copy thought. 

When the baseball season opened I had a comic cut- 
out of a baseball scene in the window with the same 
illustration as used on a postcard, together with copy 
urging men who neglected to buy their new spring styles 
to come in and look well dressed. 

During the vacation season I had a cut-out of two 
bathing beauties admiring the shoes of a well-dressed 


young man, who was very evidently on his vacation. 
The same illustration was used on the postcard, and the 
copy idea, of course, was developed around the fact that 
young men wanted to have smart-looking shoes when 
they went on vacation, because they were sure to attract 
the attention of young women. 

At the time that we had a sale I had a comic cut-out 
of a pleased-looking man leading a reluctant dollar sign 
to the bank. The man had a box containing a new pair 
of shoes under his arm. The copy took up the idea 
that if you bought shoes at the sale you saved consider- 
able money, which could be banked. There were others 
in the series, but these are a few I happen to remember. 
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Milwaukee Paper Sponsors Contest 


For Fourth Time “The Sentinel” Awards Prizes for 
Best Community Fund Displays 


HE recent Milwaukee County Community 

Fund campaign established a new record 

for Milwaukee, the county having over- 

subscribed the $1,000,000 quota by several 

hundred dollars. .That success was due to more than 

mere effort on the part of the very capable directors 

was evidenced by the splendid cooperation received 

in a window display contest conducted by the Mil- 
waukee Sentinel as a part of the drive. 

For the fourth consecutive year The Sentinel con- 
ducted a contest in which cash prizes were offered to 
Milwaukee County merchants for the best window 
displays depicting the activities of some fifty-four 
social agencies affiliated with the fund. 

Response was unusually gratifying. Merchants 
of every type and description came to the front (about 
500 took part) to do their bit to push the fund over 
that $1,000,000 line. Materials for the window dis- 
plays were issued by the Community Fund office, to 
be arranged by the merchants in accordance with 
their own particular style or system of display. 

Merchants in the central business district, subur- 
ban druggists, butchers and grocers, hardware mer- 
chants, even distributors of industrial machinery ex- 
hibited window displays to advertise the fund. 
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Guaranteed es 


WASH 


Here is an attention-compelling dis- 
play—idea and details all complete— 
ready to put in your window. It will 
take a load off your shoulders and give 

’ you a window that will challenge the 
interest of every man and woman in 
your community. 


Everything is furnished, even to the 
price cards. All you have to do is to 
set it up and your window worries are 
over for that week. 


Ask your piece goods buyer if he has 
sent for it. If he hasn’t, be sure he 
sends in his reservation today. The 
number of displays is limited, the de- 
mand for them is great, and we don't 
want you to be disappointed. 


You will receive the display com- 
pletely planned and equipped, as illus- 


HENRY GLASS & CO. 


45-47 White Street 
New York 


THE DISPLAY WORLD 


A Window Idea With a Punch 
FREE For a Whole Week 


Including Two Saturdays 


All Worked Out for You, Complete, for 


GENUINE 
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:o, FABRICS 


trated above. But; of course, you 
can rearrange the elements to suit 
yourself. 


It contains five Paris-inspired dresses de- 

veloped in the most attractive Peter Pan 

French designs, and a series of large 4 
photographs of Mary Eaton, celebrated Fa 
movie star, showing women how to make = y# 
a complete dress in forty-five minutes! rg 


Think of the drawing power of this Ps 


feature alone! Also the latest Pal & 
novelty in display work—a rae gs 
corrugated decorative back- rae — 
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A Contest that Proved Display Power 


National “Indera Week” Links Publicity of Farm Journals With 
Windows of Rural Dealers and Produces Increased Sales 


By H. S. FOY 
Sales Manager, Indera Mills Co., Winston-Salem, N. C. 


ATIONAL Indera Week, staged from Oc- 
tober 24 to 29, proved a productive drive 
for business, in which the display window 
played a prominent role. Realizing that if 
volume return from this bid for new cus- 

tom was to be effective all of the leading media of pub- 
licity must be “hooked up,” we early announced a dis- 
play contest to insure the support of alert windowmen. 

This, of course, carried with it the support of their 





employers, and, to make sure that their dedication of 
display space to our merchandise would prove profitable 
to them, we used fifteen farm publications to put power 
behirid our efforts. 

Our records show that our results in business re- 
ceived the two weeks after National Indera Advertis- 
ing Week gave us a good increase over the same two 
weeks of a year ago, being a total of 20 per cent gain, 
which we attribute to the cooperation of our customers 
displaying the merchandise on 
their tables and through window 
display. 

The E. R. Casady’Co., Rush- 
ville, Ind., whose window se- 
cured first prize, according to 
our records, scored an increase 
of 25 per cent over last year. 
Winner of the second prize, 
Walker’s Department Store, 
Beatric, Neb., showed a 32% 
per cent increase over the pre- 
vious year. 

We point to this situation as 
justification of the pulling power 
of display. But it must not be 
inferred that we conceived. this 
attainment as proof of the high 
power of the windows. This 
assumption would be utterly un- 
fair to the decorator, whose pro- 
tests against the acceptance of 
increased volume as’ proof of 
display effectiveness have not 
been dismissed lightly. Knowing 
how often this idea has been at- 
tacked, in launching our contest 
we made it plain that the judges 
would pay. little attention to 
artistic qualities or attributes | 
other than pulling power and 
sales-promotion value as found 
in their inspection of photo- 
graphs of windows entered in 
the competition. 

The entry that won first 
prize was the work of Arthur 
D. Abbott, display manager for 

(Continued on page 59) 





MAJOR PRIZE WINNERS— 
Above, the neat and artistic trim 
which won second prize for Earl 
P. Kleppinger, Walker’s Depart- 
ment Store, Beatrice, Neb.; below, 
the “thermometer” setting that 
brought first prize to Arthur D. 
Abbott, E. R. Casady Company, 
Rushville, Ind. 
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Let Them Tell Their Own 
Story 


Santa Fe, N. M., Oct. 16, 1927. 
My Dear Mr. Lewis: 


I will tell you how I am getting along in my new posi- 
tion. I came down here at $35.00 per week, worked six 
months and was raised to $175.00 per month with a definite 
promise of another raise the first of the year, and another 
one still better during the year. 

My employers have treated me fine and want me to stay 
with them. 

I was to help with the advertising, but now I am doing 
all of it and am very glad I made an earnest effort while in 
the School. ; 

I made fourteen cards for a convention at $1.50 each and 
am doing a lot of work for a drug store here, so I figure I 
will be making $300.00 a year extra. 

I quit my railroad job, with ten years’ rights, with abso- 

: r. of lutely no regrets. Whatever success I have made in this 
A...3 pore Rg cag work is the direct result of my training at The Koester 





—_ Teru a completed 
: 4 : ae 4 m ourse at e Koester School 
Koester School Sept. 10, 1927, as School, as I had never been in a show window, nor had any Oct. 15, 1927. He will use modern 


: i in advertising. You can readily see why I think 
a part of his study and inves- ~ ©XPerience in a ; et ’ business methods in the promo- 
tigation of American business ‘°° highly of the School, Very truly yours, tion of the H. Tanimoto Stores 
methods. (Signed) Criarence E. RepMAN. ' at Honomu and Hila, Hawaii. 


Cushing, Oklahoma, Aug. 13, 1927. 





Friend ————— : 
No doubt you will be surprised to hear from me. I have braanched out into the Special Sales business and am having good 
success, managing any kind of a sale. Am making a salary from $125.00 to $200.00 a week. I attribute my success to the Koester 
School and am a strong booster for your School. Have been instrumental in sending you a few students in the last three years. 
Respectfully, ? 
(Name and Address on request.) 


fy dear Mr. Lewis: Marshalltown, Iowa, Sept. 12, 1927. 
As you are always interested in your students, I am informing you that I am still at the position you secured for me with 
Yuan Sokily a of this city. : ; 
Although I had had 8 years’ display experience when I attended The Koester School last spring, I felt I had some “rough edges,” 
and The Koester School surely smoothed them down. 2 ; 
--“My advice to any young man who cares to learn display. work in a short time and has the slightest inclination toward the work, 
is to take a Koester course. And your employment service could not be more satisfactory, for you surely assisted me to a fine 


ad 


position. - ; ’ 
I am only too glad to recommend your School, for you changed me from a window trimmer to a display man. 
With most sincere wishes, I remain, (Signed) Tuos. H. Acorr. 
Lansing, Mich., Aug. 17, 1927. Billings, Mont., July 25, 1927. 
Dear Sir: 


Dear Instructors: 

I am back in Lansing trimming the win- 
dows for the Mills Dry Goods Co. I am get- 
ting results from the ideas I got while at your 
School. 


I am offering my most sincere thanks to 
you for the recent instruction I received from 
The Koester School. 


As soon as I returned to Montana I became 
display manager for the D. J. Cole Company, 
taking charge of ten windows, and the card 
writing, respectively. And on the side I am 
assisting with the advertising of a furniture 
store here in the city. 


Upon my return Mr. Mills gave me a 
substantial increase in salary, that will more 
than repay within a few months the total 
of all I spent while attending The Koester 
School. 


I figure it was a very practical investment, 
and I would recommend it to any young man 
interested in that line of work. 


I can say with assurance that when better 
instruction in the display field is given, The 
Koester School will give it. 





Mr. Joseph F. Marsh, formerly 


Very truly yours, retail merchant of Glasgow, Yours respectfully, 
: Scotland, completed the Koester 2 - 
(Signed) Rosert Joyce. School pth my or 4, 1927, and (Signed) Vorts P. Lintuacum. 


will make retail publicity his 
profession in America. 


The Koester School is the most favorably known school of its kind in the world. Chicago window displays are the best in the 
world; therefore, The Koester School is the most logical place for any one to qualify for retail publicity work. 

The 1928 class starts. Tuesday, January 3rd. New classes will start every Monday thereafter. Those desiring a shorter course 
than four weéks should write for class dates. 


Get Our Big Catalogue 


THE KOESTER SCHOOL 


314 S. FRANKLIN STREET CHICAGO 
Window Display—Card Writing—Advertising 
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Employing The Attraction Device 


Chicago Shoe Display Managers Show Ability im Utilizing Attention 
Gripping Media Not Strictly Related to Merchandise 


HERE is a word in common use among German 
window decorators which has a world of sig- 
nificance and yet no parallel in English. When 
the German refers to the “Blickfang” of the 
window he calls attention to an accepted instru- 
ment for iusuring public attention to his display. 








Literally translated, the meaning is “attention-catcher.” 
Freely interpreted, it is “attraction device,” a medium for 
arresting the gaze of the passer through a refreshing novelty 
that frequently has no direct bearing upon the goods on view. 

It is in reality a pictorial “ballyboo,” and it is so often 
used and has become so familiar as an accessory of display 
that this interesting and fitting term 
has been coined to designate it. 

It would be well if more Amer- 
ican merchants realized the impor- 
tance of the “attraction device.” 
Its enjoyment would give power 
and virility to their windows that 
in many instances is sadly lackirig, 
particularly in the display of shoes. 
Despite the fact that the merchan- 
dise is the subject that should be 
stressed and that it may be assumed 
that prospective buyers will pay it 
proper attention if they are actually 
in the market, it is not difficult to 
perceive that they will give equal 
attention to other windows. More- 
over, the probabilities favor making 
selection from the first window 
they pass, unless in their daily 
journeys they have noted particular 
qualities in shoes shown in certain 
windows or certain advertising. 

Individuality and _ personality 
can be obtained by any shop re- 
gardless of the class of trade to 
which it caters. Expression of 
quality is not dependent upon cold, 
aristocratic presentations, bravely 
ornamented in costly fabrics or set 
before elaborate backgrounds. Nor 
is it necessary for the small store 
seeking the patronage of the masses 
to content itself with mediocre 
windows because of fear of exces- 
sive outlays in creating unusual 
displays. 

Novelty lies not so much in out- 
lays as in the originality of the 
designer, and any window can be 
made to stand out above its neigh- 
bors, and invested with a pull and 
a power that they lack, if even a 
modicum of thought is given to 
preparation. 

While New York has been em- 
bracing modernism and stretching 
its application to the breaking 
point with the thought of gaining 
popular interest, Chicago shoe win- 
dows have clung to a more natural 
style of presentation. Where the 
display managers have risen above 
the humdrum and casual they have 
shown an appreciation of the pri- 
mary urges to passer interest that 
almost makes their windows model 
in their construction. 





SABIN’S EXAMPLES—How Paul 

Sabin linked interest in the Demp- 

sey-Tunney battle and the Atlantic 

City beauty contests with Walk- 

Over shoes and hose is shown in 
these arcade trims. 
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One of the leaders in successful use of such windows is 
Paul Sabin, advertising and display manager for the chain 
of Walk-Over stores operating in the loop and suburbs. In 
his State Street windows he has time and again demonstrated 
the possibilities of trying his shoes with subjects ow popular 
interest, and the manner in which he has handled them calls 
for serious study. 

In September, when Jack Dempsey and Gene Tunney were 
training in their respective camps for the great ring battle 
that was to shortly transpire at Soldiers’ Field, Mr. Sabin 
rushed a display into his men’s footwear window at South 
State Street store that linked the coming fray with shoe 
publicity in an interesting manner. Posted flat against the 
wall of his caen stone background was a huge photograph of 
the stadium where the famed battlers were to meet. This 
presented in arresting fashion the hugeness of the amphi- 
thatre and the immensity of the crowd that was to see the 
championship battle. It would have been sufficient unaided 
to win a measure of attention, but when it was used as a 
background for photographic cut-outs of the fighters in ring 
poses, facing each other, it became complete as an “attrac- 
tion device.” 

To insure added tarrying before the windows, records of 
the champion’s and challenger’s battles were mounted on 
posters alongside of the figures and a comparison of their 
physical conditions was made on a card placed in the center 
of the foreground. The photo enlargements were about four 
feet tall, large enough when placed in the outer corner of the 
arcade window to arrest the attention of the milling masses 
of State Street. 

The day after the Atlantic City beauty pageant chose 
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“Reknitting Service” as Explained by Mr. Sabin in This Dynamic Hosiery Display 
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Lois Delander as “Miss America” for 1927, a window was 
installed which made a photographic cut-out of this Illinois 
beauty its “attraction device.” Signalizing the triumph of 
the downstate girl who has borne the standards of Illinois 
in the contest, the women’s window at the State Street store 
showed the fair-haired girl in bathing garb, arms akimbo, 
before a poster of the aspiring “beauties” gathered at the 
Atlantic City beach. Photos were obtained immediately after 
the finals from a news photo service, enlargements made, 
and the necessary art work done. The unusual “device” 
placed there in the midst of a neat end trim of hosiery proved 
valuable in stopping feminine shoppers before the hosiery. 
When Cutler’s in the new Palmer House on South State 
Street featured a new Spanish patent leather boot late in 
October, the romance associated with its origin was brought 
out in a striking manner by the introduction of a wax figure 
clothed in Spanish garb. The bright costume, the clever 
posing, and the atmosphere afforded by appropriate furniture 
gave to the showing an interest and an appeal that won it 
more attention than was lavished on any competitive dis- 
play in the block. Despite the fact that the boots were 
located in an island window situated at a considerable dis- 
tance from the sidewalk, passers streamed into the arcade 
for a better view of the spectacle. Display Manager M. D. 
Lagee had made the most of his opportunity. When spec- 


tators stood in front of the window, they saw not merely the 
figure but a close-up of the boots, pillowed on colorful 
cushions, stood erect and shown appealingly upon tables. In 
the arcade windows, heavy trims of shoes and hose caught 
up the interest developed by the center display and rammed 
home a realization of the values of merchandise on view. 





Spanish Boots Given Interest 
by Use of a Figure in Spanish 
Garb as Shown by M. D. Lagee, 
Display Manager for Cutler’s 
Palmer House Shop, Chicago. 
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Hewitt Makes Asset of Display Detail 


The Same Clothing That Appears Eisewhere in N ondescript Fashion 
Under His Direction Is Shaped Into Colorful Showings 


By OLAVE RALPH 
Display Manager, Roberts Bros., Portland, Oregon 


AY by day in every way these windows 

draw the public. For over half a century 

Ben Selling has been selling men’s clothing 

in Portland, Oregon, and is considered one 

of our leading retail merchants. His store 

has over 200 feet of window space, with A. O. Hewitt, 
expert display manager, in charge. 

This shirt display shows shirts of the sale type in a 

setting more dignified than is usually used for sales. 

This window carried a fall atmosphere with a mat of 














deep brown edged with bright orange. Autumn leaves 
filled a vase of the same coloring. Instead of the usual 
divider in separating two prices, a unit of neckwear did 
this most effectively and gave the window a better 
balance. 

The clothing window featuring Hickey-Freeman 
clothes shows to what extent “dealer helps” of the better 
class can be used to create sales appeal. A framed pic- 
ture is the center of attraction, and smaller pictures of 
the models displayed make a complete tie-up with each 
individual unit. The color 
scheme of the pictures was car- 
ried even to the exact shade of 
the neckwear used inthe origi- 
nal pictures. The floor was of 
gunmetal gray and the foliage 
autumn leaves. 

In the window featuring 
young men’s clothes black felt 
was used on the floor with a mat 
of Chinese red edged with gold 
braid. The cat tails were shaded 
with orange and the sails of an 
old galleon in the plaque on the 
background carried the same 
color scheme. A dark blue suit 
was shown with a shirt and ac- 
cessories. A light grey topcoat 
with red overplaid and sage 
green hats completed this win- 
dow, forming a complete en- 
semble. These windows are 
neither sparse nor spectacular, 
but they have the sales-getting 
qualities that draw the public 
day by day in every way, and 
that is what counts. 

Mr. Hewitt’s interest in dis- 
play and the display profession 
has not been confined to success- 
ful use of his own windows. 
He is one of the most active 
members of the Portland Club, 
and has been a prominent figure 
in the Pacific Coast Association 
since its foundation. 





THE VALUE OF DEFT TOUCH 
—Sale windows are usually heavy 
and uninteresting, but in his shirt 
sale display (top) Mr. Hewitt has 
achieved an enviable symmetry; 
graceful lines and balance char- 
acterize the center trim, and the 
base is a beautiful trim in unit 
style with black and red reliefs. 
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No Stunts In These Salesmakers 


But Sound Understanding of the Means of Arousing Buying 
Interest Is Visible in All of Them 


HE sprightly inter- 
est in men’s hosiery 
which has been wit- 
nessed several times 
in displays exploit- 

ing this hitherto orphan ware 
was exhibited in a recent win- 
daw placed by R. A. Minear, 
display manager for Butcher- 
Roberts Co., Battle Creek, 
Mich., Realizing the unceasing 
demand for hosiery and _ its 
value in bringing patrons into 
the store, where good selling 
could convert their presence into 
profits on.other goods, he gave 
his windows as much thought 
and care in installation as is 
poured upon a showing of cloth- 
ing. 

Here were black plush back- 
ground hangings relieved by 
yellow tassels, and, before this, 
tiered from the floor on stands 
and tables arose showings of 
hose, boxed and on forms, spill- 
ing out of their cartons, draped 
as if drawn from the boxes hast- 
ily. On the floor and at inter- 
vals along the stands were open 
boxes of garters, their bright 
colors and metal trimmings 
serving as reliefs. Window 
cards and “dealer’ helps” were 
used prominently, and the choice 
of colors in the featured hose 
added conspicuously to the 
effect. 

Clean unit trims of clothing, 
set off by cravats, are seen in a 
display by H. H. Cowan for 
the F. N. Arbaugh Co., Lans- 
ing, Mich. In these beautifully 
executed windows, with ‘their 
backgrounds in plastic finishes 
and their anaglypta center pan- 
els, it is not difficult to produce 

(Continued on page 75) 





BRING THE PROSPECT IN— 
All of these trims have a tendency 
to bring the viewer inside. The top, 
by R. A. Minear Butcher-Roberts 
Co., Battle Creek, Mich., stresses 
hose as a “leader”; the upper cen- 
ter, by H. H. Cowan, Arbaugh’s, 
Lansing, Mich., uses ties in a cloth- 
ing display for the same purpose; 
Herbert Seager, Nye Co., Ogden, 
Utah, employs an ensemble, and the 
base, by Mr. Minear, capitalizes a 
holiday for evening dress promotion. 
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STORE EQUIPMENT DIGEST 


i} Fixtures ---Show Cases---Store Fronts---Plans---Equipment }\ 


Washer Brothers Open New Store 


Furnishings Give Novel Touch to One of Southwest's Most 
Representative Institutions—Interior Is Colorful 















OVEMBER 15 saw 
the opening of Washer 
Bros.’ new store at 
Fort Worth, Texas, 
and resumption by 
this establishment of 

its place as one of the largest men’s 
wear stores in the southwest. 
Forced to close temporarily in the 
early part of the year by a disas- 
trous fire, the firm had carried on 
under great odds, but had not 
missed a business day during re- 
building of the new store. Tem- 
porary walls, erected before the old 
walls were torn away, proved satis- 
factory makeshifts until the per- 
manent steel and brick structure 
was erected. 

The opening brought in a flood 
of visitors, nearly 15,000 people 
turning out to inspect the new 
quarters, which were given a festive 
appearance by introduction of great 
quantities of fresh cut flowers. 
The chrysanthemums, which domi- 
nated the floral decoratives, were 
matched by great stocks of kindred 
blossoms given as souvenirs of the 
occasion to the army of visitors. 

Back in 1882, when Fort Worth 
was a little city of 6,000 population, 
Nat and Jacob Washer opened their 
first store, and, though small, it was 
the largest men’s wear store in 
northwestern Texas. A one-price 
system gave them popularity and 
made it possible for the store, which 
then had scarcely 4,500 square feet 
of floor space, to expand until the 
new building, with its 41,000 square 
feet, became a necessity. , 

On the evening of the formal 
opening an orchestra, concealed 
behind flower-draped stands, enter- 
tained the guests, and their program 
was broadcast from a local radio 
station. 

Less than ninety days were re- 
quired to complete the new building, 
although the most modern features 


(Continued on page 79) 








SCENES AT THE OPENING— 
Flower bedecked aisles featured the 
opening. At the top is the first 
floor resplendent in floral deco- 
ratives; center shows the men’s 
clothing department on _ second 
floor; base, balloon and confetti 
garnished window on view at the 
opening. 
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Kawneer’s Latest Contribution 
to Better Window Display 
















This ornamental design 
IOLZZZ2NK NOL 
on the Kawneer high quality line 


is your protection from HE NEW Kawneer Fronts of 1928 are masterful 


inferior imitations. 


selling units—the result of 23 years of constant 
improvement and intensive research by the pioneers 
in ‘store front construction. 
















The architectural beauty of design—the permanency 
of construction—the resiliency for plate glass protec- 
tion make the new Kawneer fronts the outstanding 
contribution of all time to better display. 


Let the judgment of America’s foremost architects 
and retail display men be your guide in selecting 
the store front that will place you in the front ranks 
of successful merchants. 









THE 
DISPLAY COUNSEL 
noe Kawneer 
For a limited time we offer you COMPANY 


FREE ¢he services of Mr. J. 
Duncan Williams and Mr. 
Joseph H. Marshall, two of 
America’s best known display 
men, to assist you in solving the 
problem of getting the most out 
of your show windows. ; Name 
| Address 
Kind of Business_ =f 


ee | 


NILES, MICHIGAN 


THE KAWNEER COMPANY, 2208 Front St., Niles, Mich. 
Send your new Book of Designs and Suggestions for Better Display based on 
| the accumulated knowledge of The Kawneer Company and the foremost archi- 
tects gained through years of practical experience. 















To secure this free service, write 
us, outlining your problem. 
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Foreign Fair Spotlights Importations 


Upstate New York Department Store Launches Holiday Campaign 
With Transformation of Floors Into Exhibit of European Goods 


By HARRY J. DAVENPORT 


Sales Promotion Manager Robert Fraser, Inc., Utica, N. Y. 


S a prelude to the Christmas buying season 
and as a means of developing early interest 
in holiday gift merchandise, Fraser’s For- 
eign Fair, staged in the concluding days of 
November, proved a satisfactory medium. 

At the same time and by the same effort, our organiza- 
tion was established in the minds of its public as a pro- 
gressive and far-sighted store combing the world for 
fine wares. 

The Fair was advertised to open on Monday, No- 
vember 14, at 7:30 p. m. Long before the appointed 
time great crowds had gathered in front of the store. 
At about twenty minutes past seven a band of musi- 
cians, dressed in foreign costume, came parading down 
the street, headed by an old-fashioned carriage driven 
by a “six foot four” Uncle Sam. This unusual parade 





stopped in front.of the store; the band played the Star 
Spangled Banner; Uncle Sam stepped down from his 
seat on the carriage and opened the doors of the store 
to the public. 

We believe that the Foreign Fair did more to in- 
crease our prestige than anything we could have done. 
And it practically laid the foundation for the biggest 
Christmas business that this store has ever enjoyed. 

The entire front of the building was ablaze with 
electric lights, strung from the roof to the second floor. 
Clear across the front, right above the second floor, 
stretched an electric sign—‘Fraser’s Foreign Fair.” 
Hanging down from the center of this, eighteen feet in 
diameter, was a replica of the Western Hemisphere, 
done on steel. The most important cities in Europe and 
America were lettered in on this sign, and an electrical 
arrangement caused the lights to 
flicker on and off at various 
cities. The lights flickering on 
and off gave the ship, which was 
also painted on this huge sign, 
the appearance of moving over 
the waves. 

The unusual Foreign Fair 
windows and the building deco- 
rations were attractive, but even 
these were far outdone by the 
interior of the store. Here was 
fairyland indeed. It was almost 
like stepping into a new world 
entirely. From every pillar on 
the main floor hung large color- 
ful posters, depicting scenes of 
every European country. 

Our regular aisle tables were 
replaced with card tables, cov- 
ered with chenille rugs. This 
helped add to the general for- 
eign effect. Attractive booths, 
representing Germany, Italy, 
Czecho-Slovakia and France 
were built upon the four big 
bargain squares in the center of 
the main floor. Salespeople 
dressed in peasant costumes 
promenaded the ledges. The 
foreign fair merchandise was 





HUGE SHADOW BOXES— 
Fraser’s windows were converted 
into huge shadow boxes in which 
typical specimens of European art 
goods were shown on modernist 
mountings. Display manager Zei- 
ders’ displays and electrical deco- 
ration of the store front provided 
the gala aspects suggested in ad- 
vertising for the event. 
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displayed on every counter and table of the main floor, 
and one aisle of every other floor of the store was 
devoted to the imported merchandise. Distributing 
the merchandise throughout the store helped to re- 
lieve the congestion of crowds in any one part of the 
store. 


The store was open every night for one week from 
7 :30 until 9:30, and the imported merchandise was on 
sale both daily and nightly. 


Mr. Robert D. Fraser, the vice-president of Fraser’s, 
expressed great satisfaction at the outcome of the For- 
eign Fair promotion, and proved prophetic by asserting 
it would bring the store the biggest Christmas business 
of its history. 

Mr. Edward J. Davenport, general manager of 
Fraser’s, was also greatly pleased with the Foreign Fair. 
Mr. Davenport said that the success of the Foreign 
Fair proves that there is no such thing as a native New 
Yorker, and that the people of a comparatively small 
town like Utica (Utica has a population of 110,000) 
were just as much interested in beautiful things brought 
from far distant lands as the people of a city like New 
York or Chicago. 

The window displays were the work of Bert Zeiders, 
and the advertising and the publicity for the Foreign 
Fair were produced by the writer. 





Contest Proved Display Power 
(Continued from page 50) 


the E. R. Casady Co., Rushville, Ind., whose plan 
of presentation stressed the warmth of Indera gar- 
ments with a setting using a huge thermometer. This 
set piece, shown against a fabric background, was ex- 
plained by a striking window card in the immediate 
foreground, which read: “Even though the ther- 
mometer says ‘zero,’ Indera Figurfit Garments will 
keep you warm.” Here was a real buying urge, and, 
inversely, sales promotion. 

Earl P. Kleppinger’s window for the Walker De- 
partment Store, Beatrice, Neb., which won second prize, 
was an artistic showing of Indera garments in a pleasing 
setting, and the selling motives were expressed through 
three neatly executed window cards that brought out 
the strong points of the products. 

This year we used fifteen publications in our na- 
tional advertising, our list comprising the leading state 
farm papers, and our results directly traceable to this 
advertising showed us a handsome increase in business 
and many new accounts. 





SAVANNAH FIRM ENLARGES MEN’S SHOP 

Leopold Adler, Savannah (Ga.) department store, has con- 
cluded enlargement of their men’s shop, taking over an: ad- 
joining store recently occupied by The Walsh Shop. Two 


new windows have been added to their battery as a result. , 


One of thees is twenty-five feet in length, and the other fifteen 
feet. Both are in Louis XV panel design with the panels in 
caen stone and the field in brown Travertine. The opening 
displays elicited much comment, according to Display Man- 
ager George M. Allen, who instaled them, using three giant 
plaques in one window and two in the other. A street 
entrance to the bargain basement has been installed and two 
new windows have been added for this department, one beside 
the entrance and the remainder downstairs. 
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<8 ATTRACTIVE 
Window Displays 











Stop! the Passerbuy! 


Backgrounds of colorful fabrics artistically draped $2 
attract attention to +the articles displayed P24 
and .increase your sales through your window. 2 
Displaymen everywhere recognize the superiority of 2 

d 


MAHARAM FABRICS % 


Manufactured at our own Mills b 2 

The colors and designs are distinctive, original ‘ 

and unusually attractive. They drape easily and $ 

beautify your windows. Maharam Fabrics are Z 

beautiful and produce exceptionally effective 2 

window displays. & 

OUR PRICES WILL SAVE YOU MONEY $3 

Send for Samples. Fixture Dealers Desiring to 
Handle Our Line, Write Us 


% MAHARAM TEXTILE CO. 3 
107 W. 48th St., New York City Phone: Bryant 2511 ? 
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Signs of Qualit 
EITHER electric or non-illuminating. Our glass signs 
~ combine beauty and durability to a high degree. Dealers 
like to use them. 
Originators of Glass Advertising Signs for Show Window, 


Store Interior and Store Front Display for Retailers and 
National Advertisers. 


RAWSON & EVANS CO. 
713 W. WASHINGTON BLVD. 


CHICAGO, ILL. 


























a. Before Ordering a Valance, Write Moe 
¢ e, BRYAN’S, Louisville, Ky. 
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DisPLAY «x» SELL MORE. GOODS! 
Electric cost 3 cents per day—Capacity over 100 Ibs. 


penn Fully Guaranteed—Write Today. 
users. CLECTRIC WINDOW SALESMAN CO. Fn my a 














Advertisers --- Manufacturers, Etc. 
The most wonderful signs, show cards, 
etc., in all colors, with gummed paper, 
without ink, can be produced with our 


“KRAUSE” EMBOSSING PRESS. No 
experience necessary. 


HOFFMANN TYPE CO. 





{12 E. 13TH STREET NEW YORK CITY 


SPECIAL _ CHARLES 
F EATURES r enna: Seite St pen Ocean * 
.FOR tions. Fire.Lishtning: Flowing Lava: Bide, 





WINDOW 
DISPLAY 
LIGHTING 


Butterflies, F lying Angets. Etc. s 
Stereopticons, jiopticons, Spotlights, 
Bunch Lights and Window Spots. 

244 West 14th St. NYC. 
%l. CHEisea 2171 All How's 




















USE THE OPPORTUNITY EXCHANGE AS 
YOUR WANT AD MEDIUM 
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Among clients recently served by the Merchandisers’ 
Display Bureau, 601 Occidental Building, ndianapolis, Ind., 
are: Bauer & Black, Dr. West’s Tooth Brush Co., Clean 
Be-Tween Tooth Brush Co., Havana Ribbon Cigars, Ben 
Rey Cigars, NeHi Beverages, Z. B. T. Talcum Powder, 
Raquel, Inc., Coty, Inc., Silver Spray, Old Dutch Cleanser, 
Armour & Co. (Dona Castile Soap), Larvex Corp., Eastman 
Kodak Co., American Tobacco Co., Lucky Strike Cigarettes, 
Softex Co., Furnas Ice Cream Co., Taggart Baking Co., 
Mail Pouch Chewing Tobacco, Coca-Cola Bottling Co., Hor- 
lick’s Malted Milk, Louisville Varnish Co., LaPalina Cigars, 
Van Ess, Anacin Co., McCoy’s Laboratories, Chamberlain 
Medicine Co., Duz Co., San Felice Cigars, Philadelphia Hand 
Made Cigars, Velvet Ice Cream Co., Saphanol, Inc., Blue 
Valley Creamery, Hoosier Gold Creamery, A. Burdsal Co., 
paints, and, in addition, quite a lot of individual display 
service; also Acme-Evans Co., flour. 





MacWin has recently added a very complete line of 
wrought iron fixtures of the most unique and graceful char- 
acter. These are in the form of display stands for showing 
many varieties of high-class merchandise. 

“Our display business is now very good,” says the manager 
of the Forkner Advertising Service, Anderson, Ind. “We have 
been handling the following accounts: Gillette Razor, Peter- 
man’s Products, Squibb’s Products, Pyrosana, Eastman Ko- 
daks, Church Seats, Bussman Light Globe and Stand Dis- 
plays and Campana Italian Balm. We are now working on 
several Christmas displays for dealers in this territory. 








The Rochester branch of the Window Craft Display Serv- 
ice, Buffalo, N. Y., has only been in existence nine months, 
but it is already handling twenty-one campaigns and more 
than double this amount is under contract for future in- 
stallation. 

A window installed for the Minneapolis Typewriter Ex- 
change by the Tri-State Window Display Service, 116 South 
Fourth Street, Minneapolis, was awarded first place in a 
competition recently staged by the Royal Typewriter Co. 
This achievement was registered in the face of competition 
afforded by 1,600 entries. 





Fred J. Weber, head of the Pioneer Distributing Co., 115 
South Capitol Avenue, Indianapolis, has been sick for sev- 
eral weeks and will shortly undergo an operation. 

Because of other interests, Earl P. Kleppinger, manager 
of the Klepp’s Display Service, Beatrice, Neb., has turned 
over the service to G. Abbott Mason, a former employee and 
an experienced displayman, who has changed the name of 
the organization to the Mason Display Service. The new 
manager is a graduate of the Koester School of Window 
Dressing, Chicaga, and has been display manager of the 
Klein Mercantile Co., of Beatrice. In addition to a list of 
retail drug and grocery displays now being installed, he 
will handle installations for national advertisers. 





Paape’s Display Service, 22 Phoenix Street, Springfield, 
Mass., is now covering Connecticut, Massachusetts, Rhode 
Island, Vermont, New Hampshire and Maine for the C. F. 
Church Co., of Holyoke, Mass. These displays are being 
installed in plumbing shops. For the Pillsbury Fdour Co. 
they are covering Connecticut and Massachusetts, installing 
grocery windows. Another campaign now being handled is 
Gillette razors. J. J. Paape, head of the organization, asserts 


Notes from the Display Service Field 
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that 1927 was their busiest year and that, despite keen com- 
petition, steady progress had been made by affording genuine 
service. Starting in a small way they have gone forward 
and now are receiving many repeating contracts on the 
strength of good work done in the past. 





Color’s Magic Rescues Parsons 


(Continued from page 45) 


“Rubies, siennas, umbers—all the gay colors for the north— 
gold best of all. The west light should fall on colors that will 
cheer the fading sunset—pinks, roses, heliotropes, mulberries. 
Get me?” 

“T get you,” Jimmy agreed, solemnly. And I'll go in now 
and whip out color harmonies till the cows come home!” 

Each man has his own potentiality; it doesn’t so much 
matter what he is doing today if he is getting himself ready 
for bigger things. Some day he will show us a line all his 
own, as good, perhaps better, than ours. Youth is but flatter- 
ing himself when he is worshiping at the shrine of his demi- 
gods, for that is evidence of his dissatisfaction, and dissatis- 
faction is the first step on the way of progress. But no one 
can grow unless he will stretch. 

Success is not gained in a moment, nor over night. It is a 
life of study and work, constant research and incessant prac- 
tice, never counting the hours. We all number among our 
acquaintances he who stands afar and proclaims his “call” to 
window trimming, seeing nothing but the glare of the foot- 
lights and hearing nothing but the applause. -Not for him is 
the study and labor and sweat as the real trimmer knows them. 
He is not impelled by his “call” to the “toiling upward in the 
night,” so inevitable if he would achieve. He would not “work 
while others sleep” to bring forth the best that is in him. He 
would not leave his whittling, like our President is said to plan 
doing, till his ideal is attained. 

But the real, dead-in-earnest trimmer will. And I believe 
that any man who can rise to the top in the window game can 
rise to the top in any other line he elects to follow. He must 
have the nerve to tackle the job, and the grit to stick to it. He 
must study, and study, and study,. For the zero per center 
whines “I can’t” while the 100 per center roars “I SHALL.” 

One can rise to any heights—one step at a time. 





GOOD-ART POLYCRAFT EXPANDS 

To.keep in step with its rapid growth the Good-Art Poly- 
craft Studios, Inc., Cincinnati, Ohio, has become a corpora- 
tion, William W. Goodman, who founded the business some 
eight years ago, becoming president and treasurer. Stanley 
C. Holly, secretary, will be in charge of sales promotion. 
Miss E. Weiler Goldberg, vice-president, will have charge 
of the educational and recreational departments. The re- 
organization provides ample working capital and a corps of 
executives that can adequately serve its clients. This con- 
cern specializes in the creation of individual and distinctive 
display units, in addition to a general business in polycraft. 
A special department will handle the business of the display 
profession for executing the rough ideas of the displayman, 
and all original ideas will be kept strictly confidential and 
not be duplicated. Special display units and novelties de- 
signed after the modern fashion will be announced from 
month to month. . 





“We want to take this occasion to say a word of appre- 
ciation for the DISPLAY WORLD. It has been a service 
of great help to displaymen for the year just closing, and we 
look for’ still better things from it in 1928.”"—C. M. SHRIDER, 
Display Manager, A. E. Starr Co., Zanesville, Ohio. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 














CALIFORNIA 


Entire State Covered Every 14 Days 
B 


RANCHES: 
138 Turk St. 614 Sixth St. $18 Eighth St. 651 Broadway 
San Francisco San Diego Sacramento Fresno 


THOMPSON & PARMLEY 


1220 WEST PICO STREET LOS ANGELES 


CINCINNATI 


AND SURROUNDING TERRITORY 
An Efficient Window Display Service for Local Merchants and 
National Advertisers. 


WINDOW DISPLAY SERVICE OF SO. OHIO 
Pickering Building Cincinnati, Ohio 
Associated with Window Display Installation Bureau, Inc. 


PHILADELPHIA 


Surrounding Territory 
Window Display Department 
THE REUBEN H. DONNELLEY CORPORATION 


1214 Race Street 
NEW YORK CHICAGO 
Complete Window Display Service for National Advertisers 


CLEVELAND, OHIO 


AND SURROUNDING POINTS 
Campaigns Planned—Guaranteed Service 


WHITMER DISPLAY SERVICE, Inc. 
1405 St. Clair Avenue Cleveland, Ohio 


CHICAGO 


Surrounding Territory 
Window Display Department 
THE REUBEN H. DONNELLEY CORPORATION 


352 E. 22nd Street 
NEW YORK PHILADELPHIA 


CLEVELAND, OHIO 


AND SURROUNDING TERRITORY 


A Bigger and Better WINDOW DISPLAY SERVICE 
for the National Advertiser 
CLEVELAND WINDOW DISPLAY SERVICE, Inc. 


1344 PROSPECT AVENUE CLEVELAND, OHIO 
EFFICIENT—PROMPT—COURTEOUS 


FRANK DISPLAY ADV. SERVICE 
Ogden FRANK J. VAUSE, Mgr. Utah 


A modern up-to-date display service equipped to give immediate, 
first-class service to National and other Advertisers in the 
Northern part of UTAH and Southern IDAHO. Write for data. 


QUALITY AND SERVICE 
Best of Reference. OFFICE: 568 CHESTER 


PHILADELPHIA 


Eastern Pennsylvania, New Jersey and Delaware. All window 
display campaigns are linked with a complete merchandising 
service that comprises of dealer and jobber tie-up, market surveys, 
sales analysis and trade journal publicity. Ask us for details. 


The S. J. HANICK CO. 


Samuel J. Hanick, Manager 
HANICK BUILDING 925 CHERRY STREET 


























Morey Decorative Studios 
DISPLAYS 
DESIGNED—BUILT—INSTALLED 


DAVID A. MOREY, Pres. 
Instructor Window Decoration—Boston University 


DISTINCTIVE DECORATIONS 
135 Columbus Ave. 


Boston, Mass. 





Srason’s Greetings 
FROM 
R. V. WAYNE, Pres. and Mer. 
The Detroit 
Window Display Service 


438 E. Woodbridge St. Detroit, Mich. 





J. D. WILLIAMS DISPLAY SERVICE 
509 South Franklin St. Chicago 


Advisor in National Campaigns—Local Display Service 
Complete Service for National Advertiser 


Manager, J. D. Williams 


NEW YORE CITY 


Surrounding Territory 


Window Display Department 
THE REUBEN H. DONNELLEY CORPORATION 
79 Madison Avenue 
CHICAGO PHILADELPHIA 


LOS ANGELES 


And Southern California 


A better Window Display Service for manufacturers, covering 
all Drugs stores in Southern California, every two weeks. 


Address all communications to 
WESTERN WHOLESALE DRUG COMPANY 


SECOND AND LOS ANGELES STS. LOS ANGELES, CAL. 
Fred E. Ussher, Manager Window Display Service Department 


DETROIT 


and the entire State of Michigan efficiently serviced by Display 
Specialists of proven merit. Let us explain to you our new and 
improved Display Service plan. 


PARAMOUNT DISPLAY SERVICE 
General Offices 416 Lafayette Bldg. Warehouse 9361 Genesee St. 
A PARAMOUNT DISPLAY IS A BETTER DISPLAY 


CINCINNATI 


Window Displays and Campaigns Executed With 
Dispatch and Effectiveness. 
R. J. STIENS CO. 
R. J. Stiens, Mgr. 
46 Cambridge Building 














Cincinnati, Ohio 








DISPLAY SERVICES 


If you are not listed on this page, you are over- 
looking a big opportunity to promote your business. 
This is the only market place available for the 
national advertiser to locate the responsible dis- 
play service .in your city. 
Let him know you are seeking his business and 
can execute it satisfactorily. Write the adver- 
tising department and arrange for representation 
beginning with the February issue. 
Address Advertising Department 
DISPLAY WORLD 
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Why Make the Stocky Trim a Jumble? 


It’s the Technique That Determines Whether the “Heavy’ Window 
Shall Be Artistic and Appealing or a Mere Mass of Merchandise 


By E. B. KANTOR 
Display Manager, The Globe, Atlanta, Georgia 


T all depends on you. Whether you prefer 

a stocky or a beautiful window, whether 

you fancy artistic backgrounds and flowers 

or plain—it’s the art you exercise in the 

window that matters. What I wish to 

bring out in this article is this: The displayman must 

bring out his ideas in keeping with the firm with which 

he is connected. If you cater to a high-class trade and 

your “boss” wishes to present his wares in keeping with 

the demand of the trade, it’s up to you to “do your stuff” 

and to give the best that’s in you to demonstrate your 

ability with a beautiful display. But if your employer 

wishes stocky trims you must overcome your preference 

for light trims and try to keep his favor. After all, we 

are hired to supply a service, and we must give our 

employer value for what he pays, the same as we would 
expect it if we were in his place. 

What I mean by stocky windows is not a jumble of 
goods ‘placed in any position or any where you find 
space. The “artist” can arrange a stocky window in 
such a way that all the merchandise he uses will show 
up to good advantage, and yet demonstrate the ability 
of his profession. 

My firm is accustomed to very stocky, or, better, 
overcrowded displays ; the more goods the more pleased 
is my employer, and since I took charge of the windows 
the hardest part of my work has been to induce the 
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Dubuisson’s Novel Presentation of the “Trump” Shirt 





manager to abandon the old-fashioned ideas followed 
by my firm for a number of years. With each trim I’ve 
eliminated some goods, but yet given the firm a stocky 
window. The result of my effort is that we now have 
stocky windows of a different type. I am pleasing my 
employer and at the same time I am also pleased in 
knowing that with each trim I am educating my firm to 
lighter displays. I will admit my windows are neat and 
attractive, although they are stocky. 


In this month’s issue of the DISPLAY WORLD 
you will find a photo of one of my stocky hat displays. 
In this display I’ve used less hats than ever before. I 





How Mr. Kantor Handles Stocky Trims Without 
Impairment to Their Appearance 


have arranged to use the colors of the hats as units. 
On the left is a strictly gray hat unit. On the right is 
light tan. In the center you will see a unit of black hats. 
You will also notice a few gray caps with the gray hats, 
and likewise with the light tan. :I used two canes, one 
with each unit, with a hat pinned on the inside band to 
a paper ring around the cane. The background is of 
dark green plush draped to the floor, and also a dark 
green plush mat with the gray and tan units. The win- 
dow card is of light tan stock, lettering in brown. The 
panel on the bottom of the card is in white. The small 
lettering inside the panel is in brown. The border of 
the card is white. The price tickets of the hats corre- 
spond with the card. 


I have come to the conclusion that if you try your 
best, if you show that you take a keen interest-in the 
window, that you try to please and at the same time use 
your ability, even with stocky displays, you will receive 
the cooperation of your employer. If you have the 
“stuff” in you and are willing to go fifty-fifty with your 
employer, my eperience has proven to me that he will 
go the same distance. As the song goes—It all depends 
on you. , 





AN EXTRAORDINARY DEBUT FOR NEW SHIRT 


When John Dubuisson, display manager for Cain-Sloan’s, 
Nashville, Tenn., was called upon to prepare a display intro- 
ducing a new Arrow shirt, “The Trump,” he immediately 
seized on the idea of converting the new garment’s name into 
a window asset. In the initial display, which is reproduced 
in the opposite column, he shaped a light trim with most of 
his shirts on boards. But dominating the entire window 
was a large screen on which playing cards were grouped in 
the words “Arrow Trump.” Needless to stay it stopped the 
crowds. 
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Serving the retailer direct, we ,are able to offer 
these substantially built and attractively finished 
display fixtures at surprisingly low prices. Guar- 
anteed satisfaction when you buy here—by mail. 


Complete Lines 
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PAPIER MACHE FORMS 











1121 W. WASHINGTON BLVD. 





Write for Catalogue DW-1 


THE D. J. HEAGANY MFG. CO. 































CHICAGO, ILL. 

















Color—that’s the note that gives 
warmth and charm and the atmos- 
phere of a perfectly appointed interior 
to each display. 


ONLI-WA 


Solid Walnut and Wrought Iron 
DISPLAY FIX'TURES 


are a Striking departure from the ordinary. 
Why not try the beauty of Antique Rust 
Wrought Iron with Dark Italian Solid 
Walnut—or some equally fascinating 
combination. 





New Color Harmony in 
Your 1928 Displays 





Adjustable SpecialHose Hose 
Stand 


Card Holder 


No. 5227-A.C. No. 5200/Special No. 5200/43 No. 5200/97 No. 5200/68 
Stand 25” High 
$10.75 Ea. 


$10.25 Ea. 








Box Goods Bag & Hose 


Stand Stand Stand 









20” High 
$10.50 Ea. 


15” High 
$9.75 Ea. 


30” High 
$10.00 Ea. 











Low Plateau Tables 
by — ae. 








) No. 5114-A No. 5114-B 
15”x30” Top; 10” High—$22.50 24”x48” Top; 10” High—$29.00 





Send for Catalog No. 14 for 
styles and prices. No obligation 


The Onli-wa Fixture Co. 


St. Paul Ave. 


Eastern Office and 
Salesroom 









Dayton, O. 


3635 Lancaster Ave., 
Phila., Pa. 


Dept. D. W. 









































Reg. U. S. Pat. Off. 
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Display As It Affects the National Advertiser 





I a iy i 5 I ase 5 Sh ae gp: 


Do Your Displays Clinch the Sale? 


The Retailer’s Window Is a Selling Medium—How Can the 
National Advertiser Assure Its Use as Such? 


By ROBERT R. BROWN 
Display Counselor, New York City 


HIS subject calls for brass tacks. Just 
another claim won’t go here. There have 
been too many of them heretofore. Pro- 
ducers all claim selling features for their 
creations. They set forth their beautiful 

color designs in all their dazzling splendor and say, 
“There! That will sell your product.” But will it sell? 
That is the question which it is futile to argue. A dis- 
play may advertise your product—that is, make it known 
to the right people, or tell them its points of superiority, 
or even get them to admit that they would like to have 
it—but the goods are not sold until the prospect has 











Two Fairbanks-Morse Model Trims Offered as Suggestions 
to Dealers in Their Christmas Contest 


stepped in and bought them. Does the average display 
not stop at the attempt to create desire for possession? 
If so (and I think there are few who would claim 
more), displays advertise rather than sell. 

Before we analyze in detail an actual case of real 
window selling, step by step, for pattern purposes, let 
us be sure that we are on solid ground. There is no 
quarrel with those who believe that the retail window 
should be treated as poster space, for in some few 
instances that is justified. Nor with those specialty 
displays that use the window for educational purposes. 
However, such instances of specialty use are almost 
negligible. The primary function of the window is 
selling, and it is of those advertisers who have believed 
that just an advertisement put in a window constitutes 
the sales use of that space that we ask a hearing. To 
them we put these questions: Is the creation of a desire 
to possess the product enough? Does an admission to 
himself on the part of the passerby that he would like 
to have your product ring the cash register bell? Is the 
sale made at the time when we might say that a prospect 
is “sold” on our product? Or is a sale only a sale when 
the customer steps in the store and says, “Give me 
that?’ In brief, when is a sale a sale, according to 
fundamentals of window selling? 

Fortunately, we have as an answer to these vital 
questions the tried and proven experience of a flesh and 
blood window display—the well-known window demon- 
strator. He is the connecting link between the sales- 
man and the display. He combines the personal sales- 
man in pantomime with the window display in anima- 
tion. For our purpose it shows us what a display would 
do if it had brains. Let us examine his methods. 

Our demonstrator in this instance is selling the 
Wonder Fountain Pen. As he begins he probably makes 
some slightly unusual gestures for attention purposes 
to collect the nucleus of a crowd. Now watch his tech- 
nique in what might be called the first phase of his 
program. Up goes Card No. 1, which reads, “The 
smoothest writing pen made,” and a few deft flourishes 
of the pen on paper are made before the crowd. Next 
appears Card No. 2, which reads, “Holds more ink,” 
and a comparison picture of the relative amounts other 
pens hold is shown. Then Card No. 3 reads, “Can’t 
break,”’ whereupon the demonstrator hits the pen with 
a hammer. Now keep your eyes wide open. Here fol- 


‘lows a distinct break in his procedure. Phase No. 2 
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begins naturally and without disturbing effect upon the 
watchers. He rises, and, holding the actual pen aloft 
in front of a piece of velvet, displays the last card, read- 
ing, “Step in and examine this wonder pen.” 

Advertisers should note particularly the silence and 
quietness of the crowd while the demonstrator is com- 
pleting Phase No. 1. Seldom does a spectator leave the 
crowd before the demonstrator has finished the first 
phase, and no one ever goes in to see the product before 
he concludes it. But almost as soon as Card No. 4 ap- 
pears there is a notable stir in the crowd—evidencing 
determination that results in movement. The crowd 
largely breaks up, most of them passing on, while a few 
enter the store. Phase No. 2 has brought action and 
turned prospects into buyers. 

Action in retail window selling speaks louder in the 
cash register than looking. Do your displays stop with 
Phase No. 1, or do they “follow through” Phase No. 2? 
If they stop at the first, they merely advertise. If they 
include the second, they sell. 





Fairbanks-Morse Repeating Contest 


Holiday Decorations Encouraged by Offer of Prizes for 
Best Featuring the Company's Products 


AIRBANKS, MORSE & CO., under the vigorous 
direction of Henry J. Barbour, manager of adver- 
tising for the Dealers’ Division, has just completed 
an extensive campaign for Christmas windows in- 

spired by a display contest initiated in November. 

Barbour conducted a successful campaign of this char- 
acter in 1926, when dealers were made to realize, as never 
before, the value of their display windows. Heretofore, ex- 
hibits of home water units and engines in windows had been 
very rare, and it took much prodding and argument to con- 
vince dealers that a satisfactory sales return could be pro- 
cured from the window. After the 1925 Christmas contest 
made it plain that even in the winter good results could be 
had in thus keeping Fairbanks-Morse goods before the pub- 
lic, the company representatives began to look more favor- 
ably upon the matter. 

In pushing display, Mr. Barbour used direct mail to sup- 
plement his dealer house organ in outlining color schemes 
and types of crepe paper. Designs in colors were published 
in each issue, and the name and catalogue number of the 
proper crepe paper supplied with an estimate of its cost. 
Treatment of the paper to secure desired effects was de- 
scribed. 

Prizes offered in the latest contest were to be divided 
between creators of new designs and copyists of company 
trims. 





LORRAINE INSTALLS WINDOW AT OFFICE 


To bring out more forcefully the color and textile appeal 
of Lorraine Fabrics, the Lorraine Manufacturing Co., Inc., of 
New York, has installed a long show window at their uptown 
offices, 225 West Thirty-fourth Street, New York. 

While all of their products are sold through wholesalers, 
they are so anxious that the retailer shall have an oppor- 
tunity to see how well the fabrics appear on display, that 
this huge window has been installed for the benefit of mer- 
chants visiting New York. 

The case is forty-three feet long, nine and one-half feet 
high, and five feet daap, splendidly lighted and equipped with 
special cylinders suspended from ceiling with copy fixtures 
recently installed by the Galeries Lafayette of Paris. The 


display is changed at reguldr intervals and the installations 
are made by one of Gotham’s most renowned displaymen. 





DISPLAY 


WORLD 








THE BETTER WAY IS 
THE NEW WAY 


EFFICIENCY DISPLAY 


Tables, Risers, Pedestals, Ornaments 


AT 
ml = 


With the same outfit hundreds of new attractive effects are 
gotten easily and quickly. People look for the unusual; they 
like it; give it to them! The EFFICIENCY LINE includes 
square, Queen Agne, and turned designs; in all popular finishes. 
All tables are interchangeable. 


Efficiency Furniture & Mfg. Co. 


BEDFORD, OHIO 





























The Light That Says 
“COME IN AND BUY!” 


Sun-Ray Spotlight complete 
with five assorted color films 


$7.50 


At this new low price you can 
afford to install a number of 
spotlights to improve your 
displays so that 
they compel at- 
tention. 







Sun-Ray Spotlights and Floodlights are uncondition- 
ally guaranteed. 


Made of paraluminum, the new metal that stays new! 
Will not break, crack, chip or peel. 

Used by the prominent department stores and chain 
stores everywhere. : 

Sold by leading display fixture dealers and electrical 
dealers. 


Suw-rag 


inc. 


Lighting Products 


119 Lafayette Street, New York 
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How Kolynos Rates Display Services 


Facilities and System Considered in Connection With Standing 
Among Dealers Are Factors of Interest 


By IRA D. JOEL 


Assistant Sales Manager, The Kolynos Co., New Haven, Conn. 


OR a number of years the Kolynos Company has 
used display companies to install windows. This 
has become such a large item in our annual 
budget that is it watched and checked just as 
carefully as other items. Each salesman is re- 
sponsible for the window display company in 

his territory. He selects the company and sends the name 
to our office in New Haven for approval. He obtains in- 
formatien about the character of its work, of the number of 
men employed, names of manufacturers who are clients, 
and other information that will give us a clear conception 
of the display company’s competence. 

Perhaps it is well to mention some of the aspects of a dis- 
play company which we consider important. The manager of 
the company is the first impression. He is the man who is 
responsible for the work of installing windows, although the 
actual placement is handled by a crew. 

Next is his office and storage facilities. This equipment 
depends upon the size of the display company. Very often it 
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National Advertisers’ Displays in Europe—Top, English 
Cosmetic Trim; Base, German Coffee Window 


is a small room with storage facilities in the rear. Perhaps 
there are one or two clerks employed, and, if so, there is gen- 
erally a good card index system of all-the druggists in the 
territory covered by the company. Besides listing the names 
of the druggists on these cards, there is information as to the 
display installed and the week. With these facts the display 
company can go to a druggist with a definite display and know 
that it will be appreciated by him. 

The storage room is very important. In some cases dis- 
plays are carefully packed in regular bins. Other times they 
are carelessly stored in cases or scattered hit-or-miss around 
the floor. Generally the efficiency of the firm can quickly be 
determined upon a visit to their office and store room. Many 
of the display companies follow up the installation of the dis- 
plays with letters to the trade showing the importance of the 
window and giving the name of the next display they wish to 
install. This is additional service. 

Display companies, when sending a bill to the manufacturer, 
attach slips signed by the druggists. Very often the names on 
these slips cannot be read, and many display companies, real- 
izing this, obtain a sticker from the druggist, which is then 
attached to the slip. This is additional assistance, which gives 
the manufacturer the correct spelling and address, and again 
shows the efficiency of the display service. 

When a campaign is arranged in a certain city there are 
two methods of obtaining windows—one by the salesman, the 
other by the display company. Very often the salesman selects 
the stores for a window display. If certain stores cannot be 
obtained, due to arrangements with the display company, then 
it is advisable to have the display company sign up these 
stores. On the other hand, the display company has a certain 
following with the drug trade, and can always obtain windows 
for a special campaign. When this plan is used, the display 
company hands to the salesman a list of the stores signed up, 
and this can be checked by the representative in that territory. 

Speaking of stores brings out the important part of display 
work. There are stores and stores. Some are in good loca- 
tions, others in poor sections—windows on the main thorough- 
fares and windows on the side streets. The purpose of the 
display is to increase business, and ,therefore, window displays 
on th principal thoroughfares in the best locations are the ones 
that are most sought. The successful campaign requires the 
cooperation of the display company and the salesman. Only 
stores in the best locations and with a volume of business 
should: be chosen—that is, if only 50 to 60 per cent of the 
drug stores are to have window displays installed. 

One company has prepared a list of stores, rated according 
to the location and volume of business. This is called a first- 
class list, and represents only the best stores. A second list 
comprises stores in fair locations with a fair-sized volume. 
A third list completes the stores i the city. The manufac- 
turer, therefore, has the privilege of buying complete coverage 
or a group in which he desires to install displays. 

Display companies know that the effectiveness of their 
window trims determines their business for the future. If they 
install displays for a manufacturer that increase the manu- 
facturer’s sales, then they are certain of business for the 
future. Realizing the importance of increased sales, many 
display companies tie up the window display with a prominent 
display on the counter. Often a pile of dummy containers, or 
a counter card, is placed conspicuously inside the store. This 
tie-up always increases sales, for customers seeing the window 
are again reminded by the display on the counter. 

In the selection of a display company, friendliness with the 
trade is of vital importance. I have met many displaymen who 
go into a store and call the druggist by his first name This 
means a great deal in obtaining windows and making sure that 
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they are going to stay in. Very often the druggist asks the 
displayman for a definite window, or the displayman can call 
the druggist on the phone and tell him that he is putting on a 
special campaign and would like his window for a certain date. 
The druggist knows from past experience that this displayman 
will put in a window when promised—that he will not be dis- 
appe*nted in having a window stay empty for a whole day. 
Quite a number of display companies have contracts with drug- 
gists for changing their windows every week or every two 
weeks. Under this arrangement a campaign with this display- 
man is very satisfactory, and insures a good spread of win- 
dows throughout the city, all installed at the same time. I 
cannot lay too much stress on this friendliness with the drug- 
gists, for here lies one of the important essentials of display 
work. 

Many letters are received from display companies. The 
importance of installing manufacturers’ displays is increasing, 
and there is a demand for this kind of work. More and more 
it is necessary for each manufacturer to check up the display 
company. Most of them are reliable concerns that do efficient 
and responsible work. Often a letter is written by a “free 
lance” who is anxious to put on a campaign, who has no con- 
nection with the druggists and no facilities for handling the 
work. I recall one of these cases in a certain city where a 
company gave a certain address. At this address no one could 
be found. Finally the elevator man said they had moved to 
another address. Upon looking them up at this address it was 
discovered that they had just a large room with only a few 
crates. The man in charge was out of town, but an assistant 
stated that they were able to handle the work, although they 
were not acquainted with the drug stores. Perhaps there are 
not many of these cases, but again it shows the necessity of 
of making sure of the display company with whom you deal. 


FISHER GIVES STAFF CHRISTMAS PARTY 
The Fisher Display Service, Chicago, Ill., entertained its 
entire staff on Saturday, December 24, with a most enjoy- 
able Christmas party. This affair was held in the offices 








A View of the Fisher Staff at Their Christmas Party 


of the company and a splendid time was had by all. In fact, 
the good-will that prevailed was especially noticeable. 

To aid in the success of the event the following companies 
cooperated: Sterling Products Co., Kolynos Co., Raquel, Inc., 
Boncille Laboratories, Autostrop Razor Co., Kress & Owen 
Co., American Safety Razor Co., Pillsbury Flour Mills, Gil- 
lette Safety Razor Co., Bristol-Myers Co., Pepsodent Co., 
American Tobacco Co., Shotwell Co. and E. R. Squibb & 
Sons Co. 

Although each employee was presented with a gift pack- 
age and a box of initialed handkerchiefs, the crowning event 
was the distribution of bonuses amounting from $1.00 to $250. 

So versatile is the Fisher organization that the orchestra 
that furnished music for the event consisted entirely of Fisher 
employees, namely, Sam Gottdener, Meyer London, Johnny 
Slott and Tom Weiss. 

The complete staff attended the event as follows: L. A. 
Posner, B. Davidson, E. Graham, L. A. Persson, G. Ekstrom, 
S. Isenberg, J. R. Rivette, S. Gottdener, A. J. Mahaney, E. 
Burda, A. Lebovitz, E. Combes, P. Cryan, H. Smith, J. Gilli- 
gan, John Wiltse, B. L. Kirk, Meyer London, Max Landsberg, 
Sol Fisher, Irving Fisher, Hack Fisher, Ida Sostock, Bessie 
Sostock, Rose Sostock and Tom Weiss. 
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The New 
Crinkle Crepe 


The Tuttle Press Company has per- 
fected a new Crinkle Crepe, more 
workable than any crepe heretofore 
put out. It gives up 100% stretch 
freely and without breaking. It is 
tough and pliable, coming in the same 
bright, sunproof colors as_ before. 
You'll be amazed at the workability 
of this new paper. Try it. 


THE TUTTLE PRESS COMPANY 


APPLETON, WISCONSIN 


The new booklet 
“B,” “Decorating 
Windows with 
Crinkle Crepe,” 
is just off the 
press. Send for 
your copy. 
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To Prove It Will Recolor 


faded and soiled rugs, drapes and all pile fabrics without boil- 
ing—you merely brush it on. Absolutely fast and permanent. 
Beautiful results are easy, quick and certain. The money you 
save in a short time will enable you to plan better windows 
and buy more pretentious display material. Your FREE SAM- 
PLE awaits your name and address. 

Pos 0 are st Sunn ca'esin pas oa 
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CHICAGO, ILL. RUG-NU CO. 29 ny. wELts st. 


























THE BRISCHOGRAPH 


For Sign and Card Writers, Poster Artists and Displaymen 


The Brischograph is an all metal projecting lantern 15x10x7 inches. 
Will enlarge newspaper, magazine, sketch or photo up to billboard size, 
from 7x7 in. Reproduces color pictures in their printed colors. It’s 
easy to make life-size posters, cut-outs and background panels. Simply 
place picture, switch on lights, focus to size wanted, draw what you 
see with pencil, pen or brush direct. Find what similar lanterns cost, 
ASK WHAT SIZE PICTURE THE LENS WILL COVER. The Bris- 
chograph costs only $25. Comes with switch, cord and plug, EXCEPT 
LAMPS. Uses two 150-watt lamps, sufficient for ordinary work. 


THE BRISCHOGRAPH 
1576% N. HIGH COLUMBUS, OHIO 








THE OPPORTUNITY EXCHANGE IS 
THE WANT AD MEDIUM OF THE 
DISPLAY INDUSTRY. 


USE IT! 
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Vocal or Dumb? It Depends on Cards 


The Message of the Window ‘Cannot Be Fully Expressed Unless the 
Show Card Is Properly Executed—Ideas and Where to Get Theim 


By Ff. M. LONBERGER 
Display Manager, Kespohl-Mohrenstecher Co., Quincy, Ill. 


UMB! Not merely slow in perception, but speech- 
less! Who would employ a salesman cursed by 
such an affliction, regardless of his keenness of 
mind or his knowledge of the processes of sell- 

ing? Such a man who would be unable to cope 

with the task of getting the name on the dotted 
line. Isn't it logical to assume that the window showing pretty 
merchandise without price tickets or without an explanation 
of the character of the fabric, the make or type of the frock, 
the sheerness of weave and durability of the hose, fails as 
utterly as would the dumb salesman ? 

This is why it is generally conceded that a display is not 
complete until the window card has been added, and that this 
is as essential as the merchandise, because it is the voice of 
the window. For this reason it should be plain that a great 
burden rests upon the card writer. If he is versatile, he can 
keep his cards free of tedium and monotony; if he is careless 
about his product, his cards will lose their attraction values 
and bring reproach to the window. 

A remarkable feature of displays of the moment is the lack 
of interest displayed in the card. Beautiful decorations in- 
volving much work on the part of the displayman often are 
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botched by illy-lettered and poorly laid out cards that ‘stick 
out like sore thumbs.” 

Clean lettering and well-balanced layouts are essentials 
which the card writer cannot ignore, and if he desires to be a 
master of his craft he should constantly be on the outlook for 
ideas. First and most fundamental is acqaintance with a couple 
of alphabets that he can letter graphically and faithfully. 


‘Next comes acquaintance with balance and illustration, that 


can be gained from careful inspection of good magazines and 
newspapers bearing national advertising. For instance, the 
idea of the layout of the linen card pictured herewith was 
taken from a magazine. I do not mean to imply that I 
slavishly copied the original illustration, but I used it as the 
basis for my own composition, 


WEINBERG REJOINS BARLOW-KIMMET 
Dave Weinberg, formerly with the Barlow-Kimmet Co., 
Inc., New York City, and subsequently representing other 
manufacturers of display equipment, has rejoined the staff 
of that company. Mr. Weinberg has for many years covered 
the states of New York, Pennsylvania, Ohio and Michigan, 
and his many friends will welcome his personal service. 
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A Group of Cards by Mr. Lonberger Exhibiting Originality in Layout and Coloring 
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Balance Is an All-Important Factor 


[t-Can Never Be Forgotten When a Picture Is Employed 





Neither 


Skill Nor Training Necessary to Insure Good Illustrations 


By RAY E. DARLIN 
Chicago, Til. 


HIS month | am showing my conceptions of 
proper layout, balance and color in illustrated 
cards. Balance is an all-important factor, never 
to be forgotten when a picture is employed. If 
your illustration is placed at the side, there must 
be a balancing phrase upon the other. It is not 

necessary to possess either talent or training to insure artistic 
illustrations, although these faculties are of great assistance. 
The man with ability to sketch or paint his own figures can 
find.a Wealth of ideas in the fashion magazines, in newspaper 
etchings and many other sources. He may find it necessary to 
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High and low 
heels, wide and 
narrow toes 
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draw a little larger than his models because the figures must 
be adapted to the size of his card. Perhaps he can draw them 
from the merchandise that is to be featured, and it is quite 
feasible to obtain color schemes in the same fashion. Again, 
magazines carry illustrations of merchandise in colors and 
provide the ideas. 

But if he finds it too arduous to attempt to sketch his own 
illustrations, or if he lacks time, he may make very attractive 


cards by clipping some of the larger pictures from magazines, 


coloring them and pasting them to the cards. 
If you will notice the shoe card that appears in the accom- 
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Show Cards Designed by Ray E. Darlin Revealing His Conceptions of Balance and Illustration 
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TRADE MARK REGUS PAT OFF 


BRUSHES ano SUPPLIES 


Enjoy a “close-up” of this 
famous line by means of 
Catalog No. 14 ells the 
story completely, convinc- 
ingly. Write today for 
your copy. 


126 TO130 
E.THIRD ST. 


Join the Ranks for the New Year 
BE A “PERFECT STROKE” USER 


The ranks are filling fast 
recruits joining the army of users of “Perfect 
Stroke” Brushes and Supplies. 

But there’s always room for more—for Card Writers, 


Displaymen and Sign Painters who want quality that’s 
just a little better than the “run of the mine’”—without 


having to pay more. 


“Sign up” today, then—start a successful new year 
by writing for Catalog No. 14, which tells the whole 


story at a glance. 


Bet L 


“3 DAYTON, 
OHIO. 
Che House of Pertect Stroke Brushes and Supplies 
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To Attists, 
Displaymen, 
Showcard 

Writers, etc. == 
This Brand a, 
New 
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Airbrush 
Catalog in, - 
3 Colors. 
New Prices, New 
Additions to Line. 
LLUSTRATES and describes 







Paasche Airbrushes and 


Displaymen’s helps. Shows examples of new decorating 
effects possible with this airbrush. Ask your dealer or us 


for your catalog today. 


Standardize petites 
on i ee 3 
Paasche ‘"\\/ 


DWI1-Gray 
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19922 DIVERSEY PARKWAY 
CHICAGO, ILLINOIS 
New York Los Angeles, Cal. 
54 Dey Street 411 Douglas Bldg. 














(U. S. Patent No. 166998) e eee 
ae 
The Superiority of OBIS 
Sho-Card Board pr ah 
- No. 118530 


The unsurpassed Dull Finish working surface, 

together with the 27 Magnificent Colors, ex- 

plains to Show Card Artists, users of Sho-Card 

Board, why the demand is spreading to Show 
Card Writers throughout the world. 


SAMPLES AND PRICES UPON REQUEST 


Manufacturers of Royal Crest Products 


Sho-Card Board (Dull Coated) Litho. Blanks (Dull Coated) 
Poster-Coat Boards (Dull Chinatex Display Boards 

Coated) Frieze Display Boards 
Pla-Card Boards (Dull Coated) Lava Display Boards 
Sign Crafters’ Blanks (Dull Adelphia Display Boards 

Coated) Ripple Display Boards 

Mat and Mount Boards 
Illustrating and Drawing Boards, etc., etc. 


HURLOCK BROS. COMPANY, Inc. 


3436-38 Market St. , 
Office and Works 3435-39 Ludlow St. Philadelphia 
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Ask the Man Who Buys Here! 
Displaymen, Artists, Studios and Show 
Card Writers, We 

Specialize on all art and show-card supplies for 


Window Display Work. 

Brushes—Show Card Board—Water Colors— 
Crepe Paper—Panel Paper. 

Large Cutting Knife on premises can be used 
FREE to cut cardboard and paper in sizes to suit. 





Eagle Sign Painters’ and Artists’ Supply Co. 
HARRY SCHLIFTMAN, Prop. 


314 West 42nd Street New York City 

















The F'ountain Air Brush 


For Show Card and Sign Writers 
Easy to Handle and Keep in Order 
Ask Any One of 20,000 Users 





Write for Catalog 52D 


Thayer & Chandler 


913 Van Buren, CHICAGO 

















Show Card Writers and Window Trimmers 


Mayer Brushes and Moist Water Colors Give Con- 
tinuous satisfaction. We invite your correspondence. 


Address JOSEPH MAYER & CO. 
25 East 14th Street New York, N. Y. 
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panying plate of illustrations, you will note that I did not letter 
the word “shoes” on the card. It is not necessary to letter the 
name of the article as long as you have it pictured to express 
your ideas. Sometimes an illustration is not sufficiently ex- 
pressive to-carry the message, and then it is wise to use a 
heading as well. It all depends upon the circumstances and 
your estimate of what is necessary. If your illustration takes 
a lot of color, it is good taste to restrict the coloring in your 
phrasing. 

The color combinations suggested for the cards shown in 
the accompanying illustration are: 

“Shoe Sale.” This is a buff card with a light green circle 
underlining the word “Sale,” and the price is lettered in very 
dark blue outlined with light green. The border is white with 
a fine line of orange on both sides. The illustration of the shoe 
can be painted in gray or cut from a newspaper and mounted. 

“Milady Hats.” Here I used a dark mottled-brown card. 
The word “Hats” is lettered in a green color, and the price, in 
the same shade, is highlighted in light green with a black out- 
line. The remainder of the lettering is in light green, while the 
borders are black. I am not suggesting any color or any color 
scheme for the hat, but the face should, of course, be painted 
flesh. 

“Overcoats.” Here we have a white card lettered in black 
with a light green outline around the price. Th panel border 
is in salmon and the stripes behind the panel are in light gray, 
as is the bar at the bottom of the card. The overcoat illustra- 
tion is worked in gray and black. 

“Hats.” The stock of this card is midnight. blue, the word 
“Hats” and the price lettered in bright orange, the small letter- 
ing being in white. The hat illustration can be worked in 
green or light gray, the face in flesh color. The border and 
outlines are in gold or blue. : 

“Suits.” Black lettering with bold borders is the scheme 
followed on this white card. The illustration was cut from a 
newspaper and pasted on. 

“Hosiery.” The concluding card is on black stock and the 
illustration is painted in gray. The small lettering is executed 
in white and the dominating word “hosiery” and the price are 
in emerald green. The price has a'relief in dark green. The 
border consists of fine lines of dark lavender. 


, 





ANGLO MOVES TO GARMENT CENTER 


The Anglo Display Fixture Co., New York City, of which 
Syd Messer is manager, announces its removal to the Gar- 
ment Center Building, 209 W. Thirty-seventh Street, where 
it will have much larger showrooms, and, with a more con- 
venient location, can better serve its customers. This concern 
handles a complete line of display fixtures and accessories, 
including wrought iron and papier mache. The main floor 
showrooms have been arranged to show each group and type 
of fixutre separately, a great benefit in making proper selec- 
tions and a time-saver as well. Low-priced numbers will be 
shown in the basement salesrooms. At the same time an- 
nouncement is made of a policy of specials, knowing that the 
sales volume on the particular item will be such as to justify 
the greatly reduced prices at which the specials will be 
offered. 





SCHACK’S SPRING FLOWER BOOK 


The most interesting and best issue it has ever gotten out 
is truly descriptive of the new Spring Flower Book just 
issued by the Schack Artificial Flower Co., Chicago, Ill. It 
consists of twenty-four pages and illustrates in color many 
new, practical and decorative innovations in flower sprays, 
units, decorative set pieces, wall plaques and backgrounds. 
Everything shown has been designed with a perfect under- 
standing of the displayman’s needs. A copy will be sent to 
anyone upon request. 





JANES IN BUSINESS FOR HIMSELF 


Leslie S. Janes has severed his connections as an officer 
of the Bodine-Spanjer-Janes Co., Chicago, IIl., and has estab- 
lished his own display fixture business at 15 W. Thirty-first 
Street, New York City. Mr. Janes will deal in a general 

line of display fixtures, decoratives and accessories. 
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Experience Tells in Decoration 


Rough and Unsightly Interiors Handicap Success of Shote— 
Professional Managers Find Them No Problem 


IVEN a large bare hall, an experienced exhibit 
manager can convert it into a salon of beauty, 
garbed in mural decorations that enchant the 
spectator.. It matters not how rough the walls 
or grimy the overhead joists, for all this murk 
is but an item of his problems. Such handicaps 

crop out in every show that he stages and it is part of his 
task to cover and efface the ugliness. and drabness of the 
convention hall. At his command. are all of the manifold 
fabrications in cloth and paper, ready to curtain the brick 
and masonry of the sidewalls, to festoon down over the 
girders, or to span in great wave-like drapes across the 
joists if the locus of the exposition is in an old building. 

His is the task of creating atmosphere for the array of 
booths that are to rivet the spectators’ attention, and the 
job is of no mean value. Can the throngs that visit the 
popular shows appreciate the splendid lines of the radio cabi- 
nets that greet them, or vision the loveliness of the Home 
Beautiful if hemmed in by unsightly ceilings, unplastered or 
crudely decorated walls and ceiling pillars, stark in rust- 
defying paints. 

The carnival spirit is as essential to the industrial show 
as the Christmas tree is to Yuletide. Stripped of this fairy- 
land atmosphere, the exposition becomes a mere exhibit of 
commonplace wares. And who can become enthusiastic over 
a bushel of apples or a set of house plans? Who can long 
linger before an electrical refrigeration unit or a group of 
auto accessories ? 

Expert exposition counsel is the most essential factor in 
developing a successful show. The man who leaps into the 
breach, serving as promoter and manager, frequently proves 
a better executive than designer. Flaws in the setting that 
are instantly apparent to the trained manager, escape his 
attetnion, resulting in diminished interest from the spectators 





and lessened sales from the leads obtained at the booths. 

When the New Orleans Radio Show was held in middle 
autumn, the leadership devolved upon a newspaper man. 
With the energy that is characteristic of his organization, 
this advertising man leaped into the task of producing a 
successful exhibit. His duties were legion. Lining up the 
dealers for entry, planning the publicity, getting the ma- 
terial for exhibits into the hall and fashioning the booths 
were some of the principal portions of his job. To his prac- 
tical business mind, trained to adapt his surroundings to his 
necessities, the fact that his show was to be held in a build- 
ing with naked brick walls and low wooden overhead joists 
made little moment. The main thing was to get the dealers 
interested, to get the public interested, and to handle the 
physical details of preparation. Decoration was needed but 
could be minimized. 

From the standpoint of attendance his show was a suc- 
cess, but it is doubtful if the radio men who answered his 
appeal for a cooperative opening of the fall buying season 
got the measure of return from their efforts that was ex- 
pected. To even the most casual critic of the scenes revealed 
in the photographs of the show the reasons are apparent. 

The planners did not take into consideration the spec- 
tators’ desire for the spectacular. Wall decorations were 
simple strips of bunting draped in a haphazard manner a 
few feet below the ceiling. The whitewashed joists were 
everywhere visible, although clusters of bunting hung at 
regular intervals to offset the grim and ugly appearance of 
the overhead. 

3ooths were rough-hewn contraptions of wood and fabric, 
crudely built and devoid of backs. The filcors were bare: ot 
covering and but very few floral or plant decoratives were 
visible. Naturally the radio fans who responded to show 
publicity were disappointed with the manner in which the 





A striking booth at the Amer- 
ican Hospital Association con- 
vention at Minneapolis in- 
stalled by the Griswoldville 
Manufacturing Company. Blue 
and orange, the colors of their 
products, furnished the color 
scheme. 
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show was staged and this disappointment assuredly cost the 
radio dealers heavily in their follow-ups. 

Contrast the scene from this show in the accompanying 
plate of illustrations with the booth which appears below it 
and the worth of hall recoration is immediately tangible. 
This exhibit, by the Pacific Macaroni Co., was one of the 
backed-in type which featured the recent Food Show at the 
Ambassador Hotel in Los Angeles. Conducted under the 
suidance of Waldo T. Tupper, an exhibit manager whose 
creations have won the praise of the Pacific coast, the show 
was a beautiful example of coordinated display and deco- 
ration. Overhead along the walls are seen the ceiling hang- 
ings, bright in modern art design and coloring, imparting 
to the vision a sense of entry into another world. Under 
their livid canopies, artisttc booths might be built with the 
knowledge that no marring surroundings would detract from 
tentious exhibit; as a matter of 
fact, it was one of the simpler 
creations, but its ornate form yields 
an idea of the styles which may 
be asSumed by exhibits of humble 
products when the proper incentive 
is present. On the black back- 
ground drape, stretched taut 
against the wall, were strands of 
“pearls,” below which were long 
strips of noodles, their yellow- 
white lengths revealing marked re- 
semblance to the delicate strands 
above them. 

The front of the booth was 
garbed in black, the fabric being 
«draped over the entrance into the 
aisle provided in the standard af- 
iorded by the show management. 
On this improvised counter were 
placed gleaming specimens of the 
small, tube products of the ex- 
hibitor, a touch of novelty being 
obtained from two shocks of mara- 
roni placed near the right and left 
ends of the barrier. 

The exhibit was far from sensa- 
tional, falling far below the spec- 
tacular creations seen elsewhere in 
the hall, where fountains of honey 
and milk were gushing and gleam- 
ing stalactites of salt hung from 
the roof a realistic salt cavern. 
But the simplicity of this booth was 
ample to carry its message to the 
passer because of the beauty and 
attractiveness of hall decorations 
that blended all of the units of the 
exposition into an Oriental setting 
rich enough to have done credit to 
the efforts of a Bagdad caliph. 

At the Detroit Food Show, held 
November 10 to 20, Stanco Distrib- 
utors, Inc., demonstrated the fac- 
ulty of the trained displayman for 
endowing oil products with interest. 
Cartoon comics have long been fea- 
tures of “Flit” window displays 
and they served as valuable means 
of lightening the tedium of the 





WHERE SKILL COUNTS—Top, 
Southern Radio Show, held under 
direction of a non-professional. 
Contrast ragged appearance of ceil- 
ing with canopies in the center 
scene from the Los Angeles Food 
Show conducted by Waldo T. Tup- 
per, a professional manager. Note 
pleasing aspect of R. V. Wayne’s 
decoration for Stanco Distributors, 
Inc., at Detroit Food Show at base. 
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stacks and pyramids of this meritorious compaund. “Dealer 
helps” for “Nujol” were skillfully worked into the showing 
of this well-known internal lubricant. But it was in the 
deft handling of crepe. paper decoratives that the designers 
and installers of the booth decorations demonstrated their 
capacity. Matching the red, white and blue features of “Flit” 
advertising, the Detroit Window Display Service artisans 
shaped valances, tubes and drapes of crepe paper in these 
colors and introduced a shadow box in the background to 
strengthen its pulling power. 

Experience counts, and counts mightily when exhibitors 
are paying good money to impress the public with the de- 
sirability of their wares. Good booths, and, above all, good 
hall decorations are absolutely indispensable to productive 
shows. The only way to be sure of them is to procure a 
professional manager's counsel in making preparations. 


When tood waste 
pets in a traffic jam 
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No Stunts in These Salesmakers 


(Continued from page 55) 


pleasing displays. The environment lends charm that abets 
the skill of the displayman. But discriminating taste and 
careful selection are not automatic, and their utilization in 
this grouping is patent. Not ensembles, to be sure, but 
merely clean units, these combinations link up into a standard 
trim that reflects credit upon the installer. 

Good use of the ensemble is seen in an island window 
display recently placed by Herbert Seager at the Fred S. 
Nye Company, Ogden, Utah. Mr. Seager has a capacity 
for creation of standard displays of marked appeal and his 
decorations are singularly free from the stiltedness and 
forced relationship that marks so many of the day-by-day 
trims seen on all hands. While there is nothing startlingly 
impressive about this window, it presents the merchandise 
in a clean and easily comprehended fashion, omitting none 
of the valuable emphasis upon the kinship of all of men’s 
wearing apparel. The viewer may not be in need of a suit, 
but he may find the hats interesting. The color of the new 
cravat that ornaments the shirt board may appeal, or he may 
take a fancy to the shirt on which it rests. Gloves and shoes 
are before him enabling him to appraise their faculty for 
blending with and bringing out the color values of the suits 
on display. Perhaps he may have such a suit; in such event 
he is prompted to comple te his costume with the proper fur- 
nishings. 


Sixth Sportsmen’s Week Celebrated 


(Continued from page 17) 


Bros., Scranton, Pa.; Woodward’s, Cairo, III, 
man’s Service, Portland, Me. 

Remington feels that these window display contests have 
contributed much value to the movement for better use of 
retail windows. On the whole, each successive year the photo- 
graphs submitted for the contest show improvement over the 
photographs submitted the previous year. This is encouraging, 
but it carries with it an added responsibility for the manu- 
facturer. It means that the retail dealers are coming to appre- 
ciate more and more the value of their window space, and 
that manufacturers will have to supply real sales-stimulating 
displays if they are to be given any space by the dealer. 

There will be another Sportsmen’s Week and window dis- 
play contest in the fall of 1928. For the cause of better dis- 
plays and merchandising, Remington hopes to add more dealers 
to its already long list of those taking advantage of this timely 
event. 

It is interesting to read what Nat Wylie, the grand prize 
winner of the contest, wrote with regard to the pulling power 
of his window: 

“It is gratifying to know, even if you are not lucky enough 
to win one of the cash prizes for making a window display 
tying up with Remington’s Sportsmen’s Week, that the in- 
creased sales derived therefrom surely offset the expense and 
time rendered in making up the display. I have entered your 
contests in the past and have always been repaid by increased 
sales, and it has become an event eagerly looked forward to as 
the banner sales week in this line of sporting goods during th 
year ... Without doubt the sales of Remington guns, ammu- 
nition, cutlery, gun oil, etc., showed a marked increase of fully 
50 per cent over any past season in the history of our business 
career.’ 

A stack of seneted hundred letters received from dealers 
during the last contest contained the same general statements. 


and Sports- 





. The Fred J. Codd Advertising Service, which has been 
located in Tucson for the past five years, is now opening an 
office in Phoenix, Arizona, though the Tucson office will con- 
tinue to function. The Phoenix office is in the Stroud Build- 
ing, 27 North Central Avenue. Fred J. Codd, founder of the 


company, will have charge of the Phoenix office, and Mr. W.S 
Mason will have charge of the Tucson office. The company is 


now handling a big campaign for Gillette Blades, and many 
others have been contracted for 1928. 
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f THE SIGN 0st | 
APDRECATE YOUR MOST 


EXCELLENT SERVICE 


Thank You, Friends 


Your Response has caused us to Expand—we 

know that. Our untiring efforts in producing 

and searching out the best materials obtainable, coupled with 

prompt and courteous service, has been appreciated by our 

Clientele to an extent that we have been forced to double our 

| space. This is most gratifying—spurring us to greater efforts in 
meriting our constant growing Clientele. 


Se 


Sizes; 2 8 10 12 14 16 18 20 22 24 
Each . $0.23 $0.26 $0.31 $0.42 $0.58 $0.78 $0.99 $152 $2.00 $2.33 $2.77 $3.21 

Complete Set of Twelve Sizes, $13.75; Twelve Brushes of any 

one size, 10% discount from each price above. 

The above illustration shows the exact sizes of Series L-3, our 
| largest selling line of Red Sable Lettering Brushes, in the twelve 
| different sizes. Especially adapted for fast lettering for Theatrical 
| or Department Store work, working equally well in Oil, Japan or 
Water Colors. Used by the vast majority of the Leading Commer- 
cial, Department Stores and Theatrical Sign Shops in this section of 
the country, and their popularity is constantly spreading. These 
brushes are absolutely guaranteed to give satisfaction. Any pur- 
chaser not entirely satisfied with his purchase will be cheerfully 
refunded his money. You will make no mistake in buying “Studio 
Art Brushes” to start the New Year right. 














5 Phil Putas umetese Does Sign 
IGN. 13th. Street. fuladelphia 











OUR NEW CATALOGS 
of Show Complete Lines of 3 


[] Wood Window Fixtures 
(] Wrought Iron Fixtures 
[] Metal Window Fixtures 
[] Show Cases 

(] Store Equipment 


Mark which you are interested in and mail this ad to us. Give full 
name and address and we will mail whatever you want. Our 
prices and goods will prove a continual source of profit. “a 


Cincinnati Show Case & Display Fixture Co. 


232 Main Street Cincinnati, Ohio 























Improve Display Windows 50% 
Se Glass ene if 


CAMDEN ARTCRAFT CO, 160 N.Wells St. ® 


CHICAGO, ILL. 





Kindly Mention DISPLAY WORLD 
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H. C. MENEFEE, President 





month of date of issue. 
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At Least New York vaunts her superiority .in 
One Authority style, in art, and fabrication year after 
Overlooked year with a cocksureness that often 

rouses the ire of provincial Americans. 
Over-advertised Fifth Avenue, by dint of much shout- 
ing, has been established in the minds of the masses 
as a paragon for smart apparel that outshines all other 
metropolitan arteries. 

Window decoration has been so affected by this 
tradition that displaymen are wont to look upon the dis- 
plays which appear along this famous highway as ex- 
emplars of sound technique and crafty dressing. It is 
high time that this myth was exploded. 

Not a store in the great central shopping area of 
Manhattan came within hailing distance of Marshall 
Field’s great series of fall opening windows. The color- 
ing and lighting of this marvelous array of displays put 
to shame the most ambitious attempts of Gotham’s most 
famed designers. And most of these are not on Fifth 
Avenue. 

Now comes George Kirkpatrick, window decorator 
at Lord & Taylor’s, with an exposition of the practices 
followed at this renowned store, casting a flicker of light 
upon some of the reasons for decadence of New York 
display. 

Interviewed by a professional scribe, Kirkpatrick 
relates the policy of his department in the columns of 
a contemporary publication, bravely putting a good face 
on a trying situation. While he dwells at length on the 
trend of their decorations, he makes it plain that term- 
ing the window decorating units as his department is a 
courtesy of the most extreme sort. 

For Lord & Taylor’s, like many other Gotham 
houses, regard the window organization as but a division 
of their advertising department. - Disregarding the dis- 
similarity between the media employed by the advertis- 
ing department and the displayman, they lump deco- 
rators in as a queer sort of artists requiring the super- 
vision of the genius who presides over their printed 


Display Woriad 


Title Registered U. S. Patent Office . : 
FOR MERCHANTS—DISPLAYMEN—ADVERTISING MEN—NATIONAL ADVERTISERS 
Issued on the Fifteenth of Every Month by 
THE DISPLAY PUBLISHING COMPANY, CINCINNATI, OHIO 
C. R. ROGERS, Editor 


1. The Development of the Art of Mercantile Display. 
2. More Intimate Cooperation of Manufacturer and Merchant. 
3. The Encouragement and Advancement of the Independent Display Service Idea. 
4. An Ideal, Practical and Helpful Personal Service to the Display Profession and 


5. Appreciation of Display by Merchants as the Most Powerful Factor in the 


6. To Maintain the Independence of Its Editorial Columns so That It May Always 
Discuss, Without Fear, Bias or Jealousy, Every Activity in the 
Display Field and Serve Best All Interests. 


Manuscripts, photographs and all editorial material intended for publication should reach the publishers on or before the first of the 
All photographs reproduced become the property of the publishers. 
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publicity. He who buys their art work and selects the 
type face for their message is, of course, better pre- 
pared’ to determine the color harmony for an apparel 
window that the humble windowman who has learned 
his craft in art school and by dint of long practice. 

Fitzpatrick may put all of his zeal into construction 
of a window, endowed with a rhythm of color and line 
that would win the applause of an academy of art, but 
before his display can go into the windows it must pass 
the censorship of a jury of his “peers,” the advertising 
manager, the art director and the head of the fashion 
bureau. When these learned and self-satisfied critics 
have given their opinion and made their suggestions, the 
display manager (?) has nothing to do but alter his 
composition to comply with their directions and to hoist 
his set-up into the windows. 

Imagine Fraser, of Field’s, or Kagey, of Mandel’s, 
submitting to such domination! Even in towns the size 
of Cincinnati and Indianapolis, display managers hold 
positions of prestige far above attempts at such dis- 
heartening overseership. 

One Cincinnati house recently arranged a “‘surprise” 
dinner for its display manager and gave him a trip to 
the east coast as a reward for meritorious service in a 
series of complicated sales. Not a few mid-western 
concerns send their displaymen on long trips through- 
out the country each year to pick up ideas applicable to 
their windows. Several send them to Europe to obtain 
suggestions from the stores of Paris and Vienna. 

Is it possible that the inland cities are more pros- 
perous than Fifth Avenue? Is it possible that they are 
more reckless with their funds? Is it because they ac- 
knowledge the transcendent place which their windows 
occupy in successful merchandising? . 

In an age of specialization they appreciate the need 
for window specialists, and they recognize that the man 
who has spent years in acquiring knowledge of the 
window’s requirements does not need the humiliating 
guidance of tinkering advertising people. 
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When the executives of a great store reach the con- 
clusion that their displays must be approved by the 
stylist who determines whether “milady” shall wear 
harmonizing or contrasting colors, by the horn-rimmed 
ogre who buys wash drawings and Ben Days, and the 
cocksure advertising manager who fairly bubbles with 
knowledge of typography and copy, they assemble a 
brilliant galaxy of experts. In their efforts to focus all 
of the artistic and merchandising ability of their staff 
upon their windows, there is but a single flaw. They 
have failed to include the window washer. And is not 
the specialized knowledge of this dexterous scrubber 
more essential to the success of the display than the 
pompous pests that they impose on the poor window- 
man? 

If the displayman isn’t able to handle his job with- 
out the aid of a flock of putterers, why have him 
around ? 


A Great A long and eventful career in window dis- 
Figure play came to a close on December 20, when 
Passes J. E. Tannehill, display manager for Car- 


son, Pirie, Scott & Co. succumbed to an 
illness of a month’s duration. 

In point of service in the window, Tannehill was 
one of the oldest and most respected members of the 
display profession. For more than twenty-five years 
he had borne the distinction of being a State Street dis- 
playman, having first gained this standing as a member 
of the display department of Schlesinger & Mayer. 
When Selfridge took over the store he remained with 
the organization, and in 1904, when it was turned over 
to Carson, Pirie, Scott & Co. he was retained by them. 

From this time until his death, save for a brief 
period when he launched a millinery house on Michigan 
Avenue, he was in charge of the big State Street con- 
cern’s windows, giving them a distinctive character that 
brought him into the limelight despite personal aversion 
to publicity. 

Born in 1873, at Xenia, Ohio, he went on the stage 
as a youth and made the acquaintance of many of the 
celebrities of the concluding days of the nineteenth cen- 
tury. When his voice failed he found it necessary to 
enter business. 

Perhaps his association with the folk of the foot- 
lights stripped him of illusions concerning the tinsel 
and glitter from its make-believe world, for from the 
beginning of his career in the window he steadfastly 
adhered to a policy that dimmed emphasis on art and 
focussed the attention of the passer on his merchandise. 
Though his windows were miniature stages, he scoffed 
at intricate and ornamental backgrounds and accessories 
and insisted that everything on display should be for 
sale. The success which he gained gave him a reputa- 
tion that outstripped the fondest hopes of ardent pub- 
licity-seekers. 

For five years he had wrestled with a chronic illness 
that became acute only at infrequent intervals. He 
suffered a severe attack on November 4, and two day- 
later went to the Chicago Memorial Hospital, where an 
operation was performed on the day before Thanks- 
giving. Apparent improvement soon was found illu- 
sory, and after a couple of weeks he began a decline 
from ‘which he never recovered. 
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Orders - Inquiries 





and Mailing List Catalog 


Gives counts and prices on over 8 000 
different lines of business. No matter 
what your business, in this book you 
will find the number of your prospec- 
tive customers listed. 

Valuable information is also given as to 
how you can use the mails to secure 
orders and inquiries for your products 
or services. 


Write for Your FREE Copy 
R. L. POLK & CO., Detroit, Mich. 
Largest City Directory Publishers in the World 
Mailing List Compilers—Business Statistics 
Producers of Direct Mail Advertising 
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Our Free Catalog No. 24 


DICK BLICK CO. 


BOX 437-D GALESBURG, ILL. 


FAMOUS MASTER STROKE BRUSHES 
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AND CARDWRITERS’ SUPPLIES 


BECKER SIGN SUPPLY CO. 


Baltimore and Front Sts., Baltimore, Md. 










By mail. Easy, scien- 
tific, thorough course. 
Earn $1.00 to $2.00 an 
hour in spare time. 
Learn while you earn. 
Wylie earned over $1,000.00 in prizes. Miller made 
cards after the fourth lesson. Anyone can learn by 
Botts Method. 25 leading card writers are contribu- 
tors. Some are: Frank Dodson, Donald Kester, G. D. 
Stewart, Paul. Massee, Frank Tucker. Others next 
month. 


BOTTS COLLEGE, Botts Bldg., Guthrie, Okla. 





LITHOGRAPHED DISPLAYS 
CUT-OUTS, POSTERS, ETC. 


LUTZ & SHEINKMAN, INC. 


LITHOGRAPHERS SINCE 1896 
2 DUANE STREET NEW YORE 
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O crowded is the display 
profession with men who 
are living examples of 
what may be achieved 
in a truly limitless field, 

through the proper exercise of initia- 

tive and perseverance,” says Walter 

L. Welch, Syracuse, N. Y., nationally 

known as a writer on display, “that 

the writer is loath to attempt a recital 
of his own brief career. 

‘No one doubts that we are enter- 
ing the golden age of display; per- 
haps it is this that leads many dis- 
playmen to think that recognition will 
come quickly without effort. It is 
well to remember that nothing worth- 
while is attained without diligence and 
work. The time was, however, when 
a displayman had to have several men 
under him and be connected with a 
large store in a prinicpal city to be 
considered as a ‘display manager.’ 

3ut now, as is fitting, the character of his display work 

establishes his rating in his chosen profession, chiefly 
through the progressive educational work in this sphere 
by the display publications and the consequently greater 
importance attached to the window display medium by 
the various branches of retail merchandising, as is well 
attested to by the large amount of space now devoted to 
the subject by various trade journals. 

“Hence, the displayman’s employer of today is fully 
cognizant of what is new and effective in display prac- 
tice, no matter how far: from Broadway or the ‘Loop’ he 
may be, and there is no longer any reason why any 
aspiring displayman cannot make his mark in his own 
home town, provided he puts his will to the test and 
works. 

“The writer believes that the greater the problem 
before the average small town displayman in over- 
coming obstacles in the way of what he considers effec- 
tive merchandise display, the greater will be the ultimate 
resulting benefits to both himself and the store with 
which he is connected. Obviously, with all of the co- 
operation which the displayman of today has, in the 
effective preaching of the gospel of fine display, there is 
no reason why there cannot be made a great many good- 
paying display positions where but one existed before. 

‘A display publication may be given the credit for 
my own entree into the ranks of the display fraternity, 
as it was largely through the chance buying of a copy 
I happened to notice on the rack of the news-stand in 
the New York Central Station back in August, 1918, 
that gave to me my initial desire to be a ‘window trim- 
mer.’ The fact that I remember this incident, although 








(The biographical sketch of Mr. Welch is the thirty-eighth of a series 
now in process of publication) 





WALTER L. WELCH 
Window Display Service, 
Syracuse, N. Y. 


my actual display experiene did not 
start until some months later, shows 
conclusively that I had become inocu- 
lated with the ‘window trimmer’s 
fever,’ from which few recover, once 
stricken. 

“T certainly must have concen- 
trated on my secret desire, for when 
the displayman at the Besse-Sprague 
Co., of Syracuse, N. Y. (my home 
town), left shortly after the Christ- 
mas season of 1918, my employer, 
Mr. Sprague, gave me the surprise of 
my young life by offering me the posi- 
tion. I had been engaged as an extra 
clerk for the holidays, and had helped 
the former displayman somewhat by 
trimming some cases which he didn’t 
have time to take care of, which was 
the only reason that I could find for 
being selected for the position. 

“My experience with this store 
proved to be good training, as it is a 
large men’s clothing and haberdashery store, and this 
type of display work demands a fundamental knowledge 
of display principles, a lack of which is revealed sooner, 
I believe, than in any other field of display endeavor. 
I can remember, even now, many of my daring and 
ambitious experiments that came to nought, yet can 
hardly regret them vecause of their beneficial corrective 
influence. 

“After about three years with this store, I made the 
acquaintance of Melville Clark: of the Clark Music Co..,. 
also of Syracuse, who took up a proposition with me 
to take charge of the interior and window displays of 
his store, which is considered to be the largest of the 
exclusive music houses in New York State outside of 
New York City. 

“My experience with the Clark Music Co.. was very 
pleasant and continued until about the close of the year 
1923, although in the meantime I had accepted a position 
with the F. A. Empsall Co., of Watertown, N. Y., the 
largest department store of northern New York, and for 
a time traveled back and forth so as not to leave the 
Clark Co. without a displayman just before the holiday 
season. A timely thought in this connection is that 
every displayman should play fair with his employer, 
and should, in particular, avoid leaving in rush seasons. 

“The Empsall store contributed a great deal of 
pleasant and profitable experience in the short time I 
was connected with it, as, of course, a department store 
requires an extremely wide diversification of effort: and 
there is no doubt that a good department store man 
should be equipped to handle all branches of merchan- 
dise display. 

“T can recall but one unfortunate incident in my 
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display career, which was of a financial nature, while oper- 
ating a display service in Syracuse, for a year following my 
return from Watertown in July, 1924. In addition to doing 
a good volume of display work for various stores in and 
near Syracuse, my partner and I maintained an office and 
salesroom in one of the downtown office buildings and under- 
took to build up a business in display accessories. All went 
well until one day we sold the president of a chain of stores 
a large order of equipment for his complete chain. My 
partner and I were highly elated over this success, as it dis- 
posed of practically all of our stock on hand as well as a 
considerable amount which we sold on a commission basis. 
We had the concern approved by a credit office and the deal 
was closed. A month later they were bankrupt—and so 
were we! 

“My friend, William Hanly, a prominent men's wear dis- 
playman, who is connected with the Lew Levi store, of 
Nanticoke, Pa., with whom I became acquainted while he 
was display manager for the Besse-Sprague Co., of Syracuse, 
which position I had held previously, brought me to Nanti- 
coke, as he put me in touch with Philip Strauss, of the 
Strauss Million Dollar Store, a year ago this last October. 

“I can well remember the feeling of dismay which came 
over me on first sighting the open-backed, ceilingless dis- 
play windows of the Strauss store and I really didn’t know 
at first whether to actually complete my mission of having 
an interview with Mr. Strauss or to go back and write him 
that I couldn’t come. 

“After service with the Strauss store for over a year, I 
am glad that I decided to see the thing through, as I was 
afforded every cooperation in making our display efforts 
worthy of the store, even to the establishing of a gift depart- 
ment under the control of the display department as an aid 
to the presentation of correct furniture interior in its win- 
dow and model home displays. 

“If there is any predominant message of inspiration that 
I might glean as I run over my past experiences, it is this: 
Remember that it is not how important your position is at 
the present time, but rather what expanded thought and 
effort will do towards making a greater success for your 
employer and hence yourself.” 

Welch returned to Syracuse to reorganize his display 
service, specializing in retail installation. 


Washer Brothers Open New Store 


(Continued from page 56) 


were incorporated. The battery of show windows contains 
more than twice the space previously given to this advertis- 
ing medium. Large single plate glass has been installed, 
walnut floors in parquet effect and walnut backgrounds, con- 
cealed lighting fixtures and fabric valances. 

The interior of the first floor is of Craftex with a greenish 
shade and copper beams. The plaster pillars are large with 
ornamental caps. The floor is Zenitherm, and the fixtures 
are of walnut, all of the merchandise being under glass. The 
mezzanine, floored in rubber tile, is equipped with fixtures 
of oak, and the second floor is similarly furnished. 

H. T. Floyd, advertising and display manager, gave sev- 
eral of his windows a gala touch through the introduction 
of balloons and confetti, symbolizing the joyousness of the 
occasion. The majority of his trims were straight merchan- 
dise displays handled very capably. 

A series of advertisements preceding the opening stressed 
the part that Washer Bros. had played in Fort Worth’s devel- 
opment, and bore testimony to the support lavished upon the 
institution by the community. The first showed an artfully 
contrived comparison of the three structures which have 
housed the store. The next linked the store with Texas; the 
third, the central location of the institution, and the fourth the 
opening date. Then came a message illustrated in futuristic 
style, showing easy accessibility through the numerous rail- 
roads that enter Fort Worth. In a radiant rainbow setting, 
the store appeared in the etching accompanying the next adver- 
tisement, which pledged greater usefulness and service. In 
the concluding number of this series the rainbow had been 
borne high above both the store and the sky line of the city. 
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‘"From Kindergarten to 
Kollege’’ in Show Cards 
Read These Articles in January 


SIGNS OF THE TIMES 


Use of Velour Overcomes Flat 
Effects in Posters. By Chatles 
Takacs. 

Rococo Ornamentation Very 
Adaptable to Sign Work. By 
J. N. Halsted. 

Function of Advertising Art Is 
Salesmanship, Not Esthetics. 

Exchange Ideas With the Other 
Fellow. By Paul Vandervoort II. | 

Satisfied Customers Build Sales 
for Card Writer. By E. H. Win- 
ter. 

Window Bulletins Put Over Big 
Sale for Store. By L. E. Sum- 
metton. 

Reading of Reliable Literature 
Aids Card Men. By L. D. Wal- 
ter. 

Strive to Make Your Lettering 
Talk. By H.C. Mattin. 

R. V. Somerville Tells How to 
Sell With Signs. By V. W. Se- 
bastian. 

Ford Shows Faith in Sales Value 
of Signs. 

We Owe Allegiance to Our Pro- 
fession.. By Geo. W. Losey. 

Gilbert Tonge Skilfully Uses Silk 
Screen Process Cards. 


SUBSCRIBE NOW 
SIGNS OF THE TIMES, Cincinnati, Ohio 


SUBSCRIPTION ORDER BLANK 
SIGNS OF THE TIMES, Cincinnati, Ohio Jan. 1928. 


Enclosed find $3.00, for which send me SIGNS OF THE 
TIMES for one year. ($3.50 in Canada.) 
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Write DISPLAY WORLD for assistance in procuring 
speakers for your club events, judges for window contests, etc. 
The “Chronicles” editor wiil gladly aid in securing talent. 
Expenses seldom exceed carfare and entertainment. 


NEW YORK METROPOLITAN CLUB 
Reported by J. G. Waters, Secretary 

Don't forget the annual banquet to be held by the Metro- 
politan Club at the Hotel Pennsylvania Roof Garden on 
Saturday evening, February 18. 1923. Tickets, per cover, 
wilk be $5.00. Make reservations with J. G. Waters, secre- 
tary, 375 Marlborough Road, Broo'.lyn, N. Y., or telephone 
Buckminster 5010 for tickets. 

To those who wish to attend we would urge that they 
send in their checks to secure early reservations. Do not 
wait until the evening of the banquet, as all reservations 
must be made before February 14 with check enclosed. 

Naturally, last-minute reservations will be placed at such 
tables as may be available, causing delay and dissatisfaction. 
The seating and tables are limited and will be oversubscribed, 
and for this reason it is advisable to forward remittance at 
once, 4 

In our last report it was inadvertently stated that the 
writer had been appointed chairman of the International 
Association of Display Men's Membership Committee. 
Everett Quintrell, of Dayton, Ohio, is chairman, and I have 
merely been placed on his committee. 


KANSAS CITY 

Over five hundred people turned out on Armistice Day 
evening for the “Frolic” staged by the Kansas City Display 
Men’s Club. This organization, known as the “Heart of 
America Display Club,” was instituted just before the June 
I. A. D. M. convention and has made good progress since 
that time. A ten-piece jazz band furnished the music for 
dancing, and “Hale and Derry,” well-known radio enter- 
tainers, furnished the specialties. A white gelatine curtain 
covered the stage, and on this was focused a battery of 
colored spots that lit it up in red, white and blue. A huge 
book, seven and one-half feet high and six feet wide, was 
the central feature of the stage setting. One page carried 
the I. A. D. M. emblem, ‘and the opposite was a large red 
heart with the club title, “Heart of America Display Men’s 
Club.” The book was brilliantly flooded with lights. 


. 


OTTAWA, CANADA 

Fred Ashfield, display manager for Bryson-Graham, Ltd., 
has been elected president of a display club recently formed 
at Ottawa, Canada. This is the capital of the dominion and 
second only to Toronto among Ontario cities. Establish- 
ment of this club is one of the first fruits of award of the 
next I. A. D. M. convention to Toronto, a circumstance which 
has greatly quickened organization sentiment among Cana- 
dian displaymen. 





EAST LIVERPOOL, OHIO 
Reported by H. F. Mooney, Vice-President 
The Display Men's Club of East Liverpool, recently or- 
ganized, opened a drive that is expected to double its mem- 
bership before spring. The first entertainment, a dinner held 
at the Hotel Travelers on December 6, was featured by the 
presence of I. E. Ogg, treasurer of the I. A. D. M., as well 
as H. B. Barth, secretary of the Chamber of Commerce, and 
D. M. Ogilvie, chairman of the merchants’ division. 
Organization of the club was effected by the election of 
the following officers: President, Clarence Duff; vice-fresi- 
dent, Hugh F. Mooney; secretary, Theodore Hogue; treas- 
urer, William Kind. 


The committees are: Membership, William Kind, A. R. 
Devon, H. G. Plate; publicity, H. F. Mooney, Earl Green- 
wald, Thomas C. Clark; demonstration, Garland Harshey, 
Z. O. Irwin, Mr. Skelly; program and entertainment, Wilber 
Akins, T. S. Hogue, Richard Bryan, E. A. Bailey. 





PHILADELPHIA 

Adoption of the Sharon ritual by the Philadelphia Club 
lends interest to the initiation being held this month, and 
the Quakers have many other good things in store for their 
members, among which are publication of a monthly bulletin 
and installation of an employment bureau. In addition to 
keeping their own organization on its toes, a number of 
Philly displaymen are attending meetings of the New York 
Club and borrowing ideas from their Gotham neighbors. 
That such a program results in mutual good is proved by 
the rapid strides taken by Philadelphia since institution of 
the club during the summer of the past year. 





DAVENPORT, IOWA 

Believing that the medium which they use for merchan- 
dise promotion is good enough to promote their organization, 
the Davenport displaymen obtained a vacant store window 
and installed a Christmas display expressing the greetings of 
the club to the people of the community. The Davenport 
Club possesses a number of men of national reputation, and 
their methods of adapting the window to their own use 
should prove interesting to other organizations. 

The club plans to present a series of lectures on display 
by R. J. McKinney, director of the Municipal Art Gallery of 
Davenport. These will cover seven distinct phases of dis- 
play, and when finished will be printed in booklet form. 





PORT HURON-SARNIA 
Reported by J. W. Forbes, Secretary 

Meeting at the Chamber of Commerce in Sarnia, Ontario, 
on January 3, the Port Huron-Sarnia Club started the new 
year with a gathering attended by eleven members. This 
auspicious beginning of a new span of activity led to forma- 
tion of plans for a membership campaign to last for the next 
two months, in which we hope to double our list. 

In February we intend to stage a dance, handling it in a 
big way that will leave a lasting impression in our two 
communities. And when we get that over and start into the 
spring openings, we have reasons to believe that we can 
make them bigger and better than ever. One novelty will be 
a card shown in each window bearing the legend, “Member 
of the Port Huron-Sarnia Display Club.” 

We have two interesting by-laws, one compelling every 
member to wear his I. A. D. M. button at meetings or pay a 
fine, and the other forbidding members from addressing each 
other as “Mr.” during club gatherings. This: is done to 
encourage fraternity and personal friendship. And we are 
renting club rooms. 

At the election held December 16, J. Watters, of the John 
Mann Shoes Co., was elected club president; J. B. Doner, of 
Geddes Bros., vice-president; C. Hazelton, of Treleavan- 
Walker's, treasurer, and the writer was again chosen secre- 
tary. 





TORONTO PREPARING FOR I. A. D. M. CONVENTION 

J. H. Carruthers, convention director for the next I. A. 
D. M. gathering, is swiftly getting plans laid for this annual 
meet. Emphasizing the fact that the Canadians are wel- 


coming the first I. A. D. M. convention held on their side 


of the border, he points out that delegates will find Toronto 
remarkably beautiful and attractive. 
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Display (Craft (0. 


Distinction in Display Equipment 
1340 BROADWAY, NEW YORK 


PHONE WISCONSIN 4684 








Display accessories 
that illustrate the 
modern trend in dis- 


play. 


SRB 


Artistic wrought 
iron and bronze units. 


SRE 


These stands are 
of hand-hammered 
Swedish iron. The 


shelves are of bronze. 
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Will You Help Preach the 
Gospel of Window Display? 





It requires no effort on your part; merely your desire 
to aid in enlarging and developing this wonderful me- 
dium of advertising and merchandising. 

Simply order a set of the slogan cuts—only $1.00 for 
a set of two sizes—less than their regular cost—and 
use them on your advertising literature, stationery, etc. 
It affords an effective and dignified means for the con- 
centrated tie-up of all manufacturers and concerns 
catering to the display field. 

This slogan and emblem is the result of the realization 
of the publishers of The DISPLAY WORLD that the 
interests of the entire display field can best be ex- 
ploited and promoted by a national unity, as can only 
be done by means of a slogan or emblem of this type. 


Order Your Set of Electrotypes Today! 
Price $1.00 Postpaid 


The DISPLAY WORLD, Cincinnati, O. 























Stepping Out Into f 


Larger Quarters. 


Join the procession to The Garment Center 
Building, 209 W. 37th Street, New York City, 
where, after January 15, the 


Anglo Display Fixture Co. 


will be located. 


LARGER DISPLAY ROOMS 
BETTER FACILITIES 
NEW DISPLAY CREATIONS 


All made possible as a result of your kind 
support. 


Send for catalog, special sales and discount 
plan. 


Anglo Display Fixture Co. 
New York City 


209 W. 37th St. 
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Displaymen Should Ward Off Staleness 


They Should Always Have More Ideas and Projects for Developing 
Their Field Than Their Most Active Efforts Will Cover 


By E. J. SHORT 
Display Specialist, Plainfield, New Jersey 


VERY displayman should guard against staleness. 

The brain worker who finds himself going stale 

should be more alarmed than at any other fault 

he may possess. It is the most harmful plight 

that can befall any worker, and he should guard 

against it by cultivating a sound philosophy of 

life, by living a normally happy, emotional life, by keeping up 

with the business procession through reading, observing and 
mixing with the things that make others a success. 

He can also protect himself against it by proudly main- 
taining his business “edge,” so to call it, at all times crowding 
his work rather than let it crowd him. He should always have 
more ideas and projects for developing his job than even his 
most active efforts will cover or yield opportunity to put into 
practice. 

Success as a displayman looks easy, but the road leading to 


it calls for hard work, self-denial, concentration, ability, and 
ever so many similar attributes. If you are going to achieve 
success, you must fight for it. When you have attained it, you 
must fight to hold it. If you have no fight in you, success is 
not for you. ° 

One of the most common ruts a displayman falls into is 
dissatisfaction, always believing that opportunity is greater 
elsewhere. Mental attitude cannot be changed by changing 
one’s position. It’s just like a soldier who is a deserter in 
one field of battle thinking he would be a hero in another en- 
counter. 

Success is ever at hand right in your present position. All 
one needs to do is to remove the mental blindfold and start 
to look for the elements in his work which have been there, 
but to which he is now temporarily color blind. Work for 
results—don’t expect anyone to hand you success on a shiny 
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silver platter. 

When you enter your business 
or department each morning just 
say to yourself, “This is the best 
place or store in the world. I 
have the finest position in the land. 
. I am going to be optimistic, as 
people and their needs and wants 
are the same the world over, and 
what looked like greener pastures 
in some other locality is just a 
mirage, and I will no longer be 
deluded.” 

We might also take a general 
slant at our business from an out- 
side angle. For instance, what 
does the public think and feel 
concerning this store, its windows, 
its merchandise, its service? Are 
there any old grudges; are there 
any wrong impressions in the mind 
of the public? What is being said 
about this firm by its friends, by 
its enemies, its competitors? 

And in answer to these ques- 
tions, if the people in your terri- 
tory never think derogatory things, 
hold no grudges, and you have es- 











tablished a favorable impression 
in the public’s mind; if you are 
regarded as playing fair and square 

















and giving the best that is in you, 
you are on the road to success. 
Then hew to the line with greater 
effort, with continuous good ad- 
vertising in your window displays, 
as they pull steadily, increasing day 
by day, for if you want to do busi- 
ness let the public know it. To 
neglect display in the window or 
interior is next to taking down 
your sign. It’s the “go-getter” 
type of displayman that succeeds 
today. 
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IDEAS FOR BACKGROUNDS 
—At the top is a scheme for an 
apparel display depending upon 
an elaborate panel for attention; 
below is an artistic mural for use 
in merchandiseless windows. 
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An Era of Refinement Dawning 
By FRED A. GROSS, Owl Drug Co., San Francisco, Cal. 


COPY of the DISPLAY WORLD of January, 

1926, is before me. If you do any amount of pre- 

saging, it is good business to refer to previous 

articles, especially those dealing with “predictions.” 
You can sometimes avoid making a fool of yourself twice 
in the same place. é 

However, on referring to the above-mentioned issue, and 
after looking back over the past twenty-four months, we find 
that many statements have materialized to no small degree. 
And that brings us to today’s article with renewed hopes and 
ambitions for the future, fortified with the courage of our 
convictions of the past. 

As president of the Pacific Coast Association of Display- 
men during the past year, I have learned far more of the 
possibilities of display than I had ever hoped to garner. At 
our fourth annual convention, held several months ago in San 
Francisco, there was presented ample opportunity to delve 
deeply and at first hand into the mental as well as physical 
aspects of the displayman and his work. The response to 
over one hundred thousand publicity contacts after careful 
analysis has also revealed many queer kinks and problems 
that the rank and file of displaymen are trying to see day- 
light on. 

The general impression gained is encouraging, and it is 
indicated that the well-known cycle is turning, with greater 
display headed at last for the top of the loop. The business 
of DISPLAY is still the most interesting business I know 
of, and just as the air lanes of traffic are slowly but surely 
coming into their own, so is the business of silent selling 
winging its way securely into the modern makeup of retai! 
merchandising. 


My observations have led me to regard the past year as 
sort of a hardening process for display, with 1928 ushering 


in the polishing off period. Merchandising science, more 
than ever, has been on the alert, with telling results). How 
few men (as little back as a year ago) concerned themselves 
over how much a window sold? 

During the past year the industry has hugged to its bosom 
more merchandising specialists, decorative art consultants, 
as well as men and women from stage, cinema and canvas 
crafts, than ever before. Experts from Europe have also 
added their tnfluence. All lined up together on the battlefield 
of bigger and beter business via increased display effort. 

We are standing on the threshold of “The Dawn of a 
New Era” in display, and the more specialists, experts from 
other lines the industry can attract the greater the stride 
and progress it will make. This influx, however, will make 
itself felt in more ways than one. Now it is the displayman’s 
turn. Let us see just where he stands in the scheme of 
things. 

The open-minded displayman, studious and alert, cannot 
but welcome this change for the better, and will be quick to 
recognize the influence as at once both thrilling and re- 
funerative. On the other hand, the unwilling, temperamental 
and lackidaisical type is going to resent this and it is written 
for his benefit. He who is going to be content to “pass” 
when the deal goes round will soon find himself lost in the 
shuffle. You know the type I refer to. Always jumping 


_ from pillar to post, looking for a “new deal.” It’s not in the 


cards. There is no magic formula for success. But there is 
a goodly measure of security and fairly certain increased 
remuneration in store for you if you will but keep tuned in 
and in step with the rest of the parade. If you feel yourself 
slipping a bit, study a bit, get on to what the other fellow is 
doing. Capitalize his good points and avoid the “bloomers.” 
Here’s hoping you cash in during 1928 and the years to 
follow. 


The Trend is Toward Higher Levels 


By M. F. HERSHEY, Stewart Dry Goods Co., Louisville, Ky. 


RANKLY we do not look forward to any radical 
change in our policy during the coming year. We 
do believe, however, and have firm faith in im- 
proved displays and higher standards. The trend 
in general is upward and elevating. 

The physical trend is for unity and conformity to a 
standard. The unit idea in displaying merchandise has come 
to stay and live, as has also the ensemble and its accessories. 
We believe no physical display is complete unless it carries 
with it the unit or ensemble makeup accompanied by their 
proper accessories. 

Detail of displays cannot be overlooked. If you do, you 
weaken the pulling power of the unit and deny it an inspir- 
ing sales push. 


Modernism to Wax 
By ANDREW A. MATZER, F: & 


CCORDING to large steel industries, banking in- 
stitutions and the prediction made by Henry Ford, 
1928 will be a prosperous year, which we all hope 
it will be. This, of course, means a better year 

for all retail organizations. 
If business is good, the buying public will have more money 
to spend, will demand to be served with more luxurious sur- 


We know our theory and plan has merit, as it is bearing 
fruit here. We hope to develop it to a higher standard of 
perfection next year. We are working on the theory of the 
complete or thorough unit idea as to background, fixtures, 
handling of merchandise and cards, proper spacing, proper 
merchandise, proper accessories, and proper colors for the 
occasions, 

Educate your clientele how to use, wear and appreciate 
your merchandise. Make every window a picture with color, 
design, line, space and balance related harmoniously. That 
which is pleasing to look upon inspires admiration. Admira- 
tion inspires desire for ownership, with the result that the 
customer is “sold” before she enters the department. 


and Wane.:in 1928 
R. Lazarus Co., Columbus, Ohio 


roundings and a greater service. And as we go along the 
demand will be greater for finer type and more unusual dis- 
plays. 

The year 1928 will see a lot more futuristic and medernistic 
window settings, and the mode will probably reach a climax 
by the end of the year. If business is good, the buying public 
will pay little attention to sales windows. 
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ORGANIZED DISPLAY BODIES IN THE UNITED STATES | 











INTERNATIONAL ASSOCIATION OF DISPLAYMEN 


The International Association of Display Men, the leading 
display body of the United States and Canada, was organized 
in 1898 by L. Frank Baum, editor of the “Show Window,” 
afterward famous as the author of “The Wizard of Oz.” 

The association is now in its thirtieth year, and has gained 
a foothold on display in the United States and to some extent 
in Canada. Originally designed as an individual membership 
society, and still containing provisions in its constitution which 
make it the creature of individual members, it has sought in 
recent years to encourage the formation of local societies and 
has given their representatives many responsibilities in its 
management. 

The influence of the International is not, however, wholly 
measured by the number of its individual members. Affiliated 
clubs, chartered as local units, contain by far the largest ele- 
ment of its strength and pay an annual per capita tax of two 
dollars for each member upon their rosters. 

Provision has been made during the last year for establish- 
ment of departmental units embracing the principal groups 
of retail display and producers and installers of national adver- 
tising window material. Under the direction of President 
W. L. Stensgaard, now serving his second term, a headquar- 
ters bulletin has been launched and educational lectures are 
being published and distributed at intervals. A survey of 
national advertising to determine department store receptive- 
ness for “dealer helps” was conducted in 1927 and the results 
published in an elaborate booklet captioned as “Facts.” Pre- 
liminary arrangements are being made for a survey of window 
circulation to be national in scope. The headquarters of the 
association are at 1826 Diversey Parkway, Chicago, Ill. The 
officers are: , 

President, William L. Stensgaard, Stewart-Warner Cor- 
poration, Chicago; First Vice-President, J. H. Everetts, M. L. 
Parker Co., Davenport, Ia.; Second Vice-President, L. L. Wil- 
kins, Kerr Dry Goods Co., Oklahoma City, Okla.; Third Vice- 
President, H. W. Weaver, F. G. Clayton Co., Detroit, Mich. ; 
Treasurer, I. E. Ogg, Moore Dry Goods Co., Sharon, Pa.; 
Secretary, L. A. Rogers, 5707 W. Lake Street, Chicago, IIl.; 
Chairman Executive Committee, Clement Kieffer, Kleinhan’s, 
Buffalo, N. Y. 





PACIFIC COAST ASSOCIATION OF DISPLAY MEN 

The Pacific Coast Association of Display Men was organ- 
ized four years ago because of the evident need for a closer 
affiliation of displaymen west of the Rocky Mountains. Its 
chief centers of strength are in Washington, Oregon, Cali- 
fornia and the Canadian province of British Columbia. Its 
membership is limited to local display bodies in the coastal 
territory. Although organized and originally directed by 
members of the International Association of Display Men, of 
which many of its present officers are members, the 1927 con- 
vention, at San Francisco, broke direct relations by declining 
to pay per capita tax on its membership to the International 
treasury. Its present officers are: 

President, F. O. E. Heales, Hudson Bay Co., Vancouver, 
B. C.; First Vice-President, W. H. Scharninghausen, Bon 
Marche, Seattle, Wash.; Second Vice-President, Ralph Pfister, 
McDougall-Southwick Co., Seattle, Wash.; Third Vice-Presi- 
dent, Ray Hering, The Crescent, Spokane, Wash.; Secretary- 
Treasurer, Les Osborne, Display Service, Vancouver, B. C. 





WINDOW DISPLAY: ADVERTISING ASSOCIATION 


The Window Display Advertising Association, a division 
of the International Advertising Association, was formed in 
1924 by a group of users, producers and installers of national 
advertisers’ displays. Meeting at Cleveland in the fall of that 
year, they outlined plans for the creation of a strong body in 
which representatives of organizations engaged in window 
advertising, production of window displays and placement 
were to be affifflliated. It has done excellent work in delving 


into display problems and practice, and its annual conventions 
have been highly educational. Membership increased percep- 
tibly in 1927, which was marked by a convention held at the 
Hotel Pennsylvania Roof Garden in New York. Reorganiza- 
tion of the society as a New York corporation was ordered 
and the following officers chosen: 

President, Lee H. Bristol, Bristol-Myers Co., New York 
City; Vice-President, Wm. B. Benton, George Batten Co., New 
York City; Treasurer, G. G. Munro, President of Munro & 
Harford Co., New York City. 

The affairs of the association are in charge of a managing 
director, who is a full-time and well-paid executive, the pres- 
ent incumbent being C. C. Agate. Under this plan the asso- 
ciation is better able to carry on its work. 

Headquarters are at 8 West Forty-seventh Street, New 
York City. 





AMERICAN DISPLAY CLUBS 
Battle Creek, Mich. 

Battle Creek Association of Display Men: President, W. 
A. Bergy, Schroder Bros.; Secretary, R. A. Minear, Butcher- 
Roberts Co. 

Beaumont, Texas 

Beaumont Association of Display Men: President, J. M. 

Gilbert, Rosenthal’s; Sec.-Treas., J. D. Watt, Dorfman’s. 
Birmingham, Ala. 

Birmingham Display Men’s Club: President, Harry W. 
Hoile, Pizitz D. G. Co.; Rec. Sec., Eugene S. Cowgill, J. 
Blach & Sons. 

Bloomington, Ill. 

Bloomington Display Men’s Assn.; President, Paul L. 
Wertz, A. Livingston & Sons; Secretary, R. B. Cox, C. W. 
Klemm, Inc. 

Buffalo, N. Y. 

Buffalo Association of Display Men: President, John 
Fiebelkorn, S. A. Anderson Co.; Rec. Sec., Ellwyn MacEach- 
nie, Jahraus-Braun Co. 

Charleston, W. Va. 

Charleston Display Men’s Association: President, J. E. 
Hancock, Schwab & May; Sec.-Treas., L. J. Lawyer, Franken- 
berger’s. 

Chicago, Ill. 

Chicago Display Men’s Club: President, Joseph H. Mar- 
shall, The Williams-Marshall Display Service; Secretary, 
Dallas M. Schultz, Joseph Spiess Co., Elgin, III. 


Columbus, Ohio 

Columbus Display Men’s Club: President, R. M. Davis, 

Morehouse-Martins Co.; Secretary, J. F. Brischo, Union. 
Coshocton, Ohio 

Coshocton Display. Men’s Club: President, John Gray, 
Ranson D. G. Co.; Secretary, Charles McKenna, The 
Buckeye. 

MM Dallas, Texas 

“Dallas Display Men’s Club: President, W. W. Yeager, 
E. M. Kahn Co.; Secretary, T. M. Solomon, A. Harris & Co. 

Davenport, Iowa 

Davenport Display Men’s Club: President, Carl Balcomb, 
Peoples Light Co.; Secretary, Ed Kelper, Syndicate Cloth- 
ing Co. 

Dayton, Ohio 

Dayton Association of Display Men: President, Everett 
Quintrell, Elder & Johnston Co.; Sec.-Treas., Joe Vent, Rike- 
Kumler Co. 

Decatur, IIl. 

Decatur Association of Display Men: President, K. W. 
Bailey, Bachrach’s; Sec.-Treas., H. D. Barber, Drobisch & 
Keiser Co. 

Duluth, Minn. 

Duluth Association of Display Men: President, S. E. 
Johnson, Oreck’s; Secretary, O. N. Andrew, Columbia Cloth- 
ing Co. 
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Denver, Colo. 

Denver Association of Display Men: President, A. R. 
Wagoner, A..T. Lewis & Son. 

Detroit, Mich. 

Display Club of Detroit: President, H. W. Weaver, F. G. 

Clayton Co.; Sec.-Treas., M. F. Long, S. S. Kresge Co. 
Everett, Wash. 

Everett Advertising Display Club: President, Wm. H. 

Ogle, Everett Dept. Store; Secretary, R. R. Swalwell. 
Houston, Texas 

Houston Display Men’s Assn.: President, Ed Rose, Harris 
Hahlo Co. 

Indianapolis, Ind. 

Indianapolis Display Men’s Assn.: President, O. B. 
Springer, H. P. Wasson Co.; Secretary, R. L. Frazier, Gold- 
stein Bros. 

Los Angeles, Calif. 

Display Men’s Assn. of Southern California: President, 
Paul F. Lupo, Paul F. Lupo and Associates; Secretary, John 
C. Cooke, Coulter D. G. Co. 

Madison, Wis. 

Madison Association of Display Men: President, Paul J. 
Rose, Frantschi Furn. Co.; Secretary, Lewis Ring, Crescent 
Clothing Co. 

Mansfield, Ohio 

Mansfield Display Men’s Assn.: President, Henry V. 

Diefenbach, Freundlich & Co.; Secretary, Jack Edwards. 
Memphis, Tenn. 

Down-in-Dixie Association: President, J. F. Bronsing, 
The New Bry’s; Sec.-Treas., W.m D. King, Sarnoff-Irving. 

Memphis Display Men’s Club: President, E. W. Booth; 
Sec.-Treas., E. L. Darnell, Phil A. Halle. 

Minneapolis, Minn. 

Display Men of Minneapolis Association: President, Wm. 
Hinks, The L. S. Donaldson Co.; Sec.-Treas., Guy Good- 
sill, Oates Wax Figure Co. 

New York City 

Metropolitan Display Men’s Club: President, Jerome 
Jaffrey, Jaffrey Display Service; Secretary, J. G. Waters, 
Merchants Window Decorating System. 

Nashville, Tenn. 

Nashville Display Men’s Assn.; President, O. B. Sullins, 
Loveman, Berger & Teitlebaum; Secretary, C. L. Roesch, 
Castner-Knott D. G. Co. 

Niagara Falls, N. Y. 

Niagara Falls Display Men’s Club: Presidetn, R. H. 

Brown, Jeniss Bros.; Secretary, R. D. House. 
Norfolk, Va. 

Tidewater Association of Display Men: Secretary, F. C. 
Shields, Eaton & Shields. 

Oklahoma City, Okla. 

Oklahoma City Display Men’s Club: President, Fred 
Powers, Rorabaugh-Brown; Secretary, Harold L. Braudis, 
Rothschilds B. & M. Store. 

Omaha, Neb. 

Omaha Association of Display Men: President, C. G. 
Gideon, Hayden Bros.; Sec.-Treas., Frank Fiala, Thompson, 
Belden & Co. 

Peoria, Ill. 

Peoria Display Men’s Assn.: President, Dan Hansen, 
Clarke. & Co.; Secretary, George V. French, B. & M. Store. 
Philadelphia, Pa. 

Philadelphia Display Men’s Association: President, Wm. 
Mayers, Liggett Drug Co.; Secretary, H. Rosen, Liggett 
Drug Co. 4 ‘ 

Portland, Ore. 

Portland Display Men’s Club: President, Edmund C. 
Bechtold; Secretary, Gus Hewitt, Ben Selling. 

Ben Selling. 
Port Huron, Mich. 

Port Huron-Sarnia Display Club—President, J. Walters, 
John Mann Shoe Co.; Secretary, J. W .Forbes, J. B. Sperry 
Company. 


San Francisco, Cal. 
San Francisco Association of Display Men: President, 
Wm. H. Sanford, Sanford Display Service; Secretary, R. L. 
Treece, Marks Bros. 


DISPLAY 








85 





WORLD 





Seattle, Wash. 
Seattle Display Men’s Association: President, Henry 
Stohlton, Friedlander & Son; Secretary, R .E. McWain, 
Livingston Bros. 
Sharon, Pa. 

Sharon Association of Display Men—President, I. E. 

Ogg; Secretary, Ralph Knapp. . 
Spokane, Wash. 

Spokane Display Men’s Club: President, V. E. Linden, 

R. J. Hurd & Co.; Sec.-Treas., Cy, Hawver, Tull & Gibbs. 
St. Louis, Mo. 

St. Louis Display Men’s Club: President, E. J. Berg, 
Nugent’s; Secretary, H. H. Tarrasch, Stix, Baer & Fuller. 
St. Paul, Minn. 

St. Paul Associated Display Men: President, A. G. Mun- 
roe, Schuneman & Mannheimer; Sec.-Treas., Ray Ullom, 
Field, Schlick & Co. 

Terre Haute, Ind. 

Terre Haute Display Men’s Club: President, R. H. Rren- 

nan, Root D. G. Co.; Secretary, G. V. Jackson, Siegel’s. 
Toledo, Ohio 

Toledo Association of Display Men: President, Wm. Flint, 

Flint Display Service; Sec.-Treas., Art Wagner. 
Yakima, Wash. 

Yakima Display Men’s Club: President, H. B. Kelly, 

Ditter Bros.; Sec.-Treas., O. L. Coday, C. H. Barnes. 
Yourigstown, Ohio 

Youngstown Association of Display Men: President, Mor- 
ris L. Black, Strouss-Hirsherg Co.; Secretary, F. W. Hender- 
son, Strouss-Hirshberg Co. 

Toronto, Canada 

Toronto Display Men’s Club: President, J. H. Carruthers, 
Hydro-Electric System; Secretary, J. D. Jameson, Walk- 
Over Shoe Co. 

Vancouver, B. C. 

Vancouver Display Men’s Club: President, Walter Rimes, 
Henry Birk & Sons; Secretary, Les Osborne, Sangster- 
Osborne Display Service. 
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EUROPEAN DISPLAY BODIES | 


BRITISH ASSOCIATION OF DISPLAY MEN 


The British Association of Display Men was founded in 
1919. The eight years of effort which have followed its insti- 
tution have developed a membership of between 600 and 700, 
which number is being constantly augmented, and the total is 
very satisfactory if considered from the standpoint of the num- 
ber engaged in the field. 

Through lectures and demonstrations, not only in London, 
but many other cities, much has been done for the upbuilding 
of the profession. These lectures have been delivered by 
many prominent merchants, as well as outstanding members of 
the association. 

Since the beginning of the movement annual contests, in 
which prizes of $1,500 or more have been awarded, have been 
instituted. 

A general meeting of the association, held at the National 
Cash Register Hall, London, England, October 6, resulted in 
the choice of the following officers: 

President, H. Trethowan, Heal & Son; Vice-President, 
C. H. Ward, Daniel Neal & Son; Secretary, F. C. Lawrence, 
Textophate Co., Ltd.; Committee: A. Bird, Harvey Nichols, 
Ltd.; H. E. Combs, John Barker & Co., Ltd.; G. W. S. Dead- 
man, Army & Navy Stores; E. Fleming, Stagg & Russell, Ltd.; 
and Swan & Edgar, Ltd.; N. D. Hawkins, David Drage & Son; 
W. J. Hudson, Kennard Bros., Ltd., Croyden; Miss E. Ken- 
nedy, Glaxo, Ltd.; A. E. McFarlane, Thomas Wallace & Sons, 
Ltd.; W. Narbeth, Aylesbury; P. M. Nash, Henly’s, Ltd.; 
W. G. Rowe, Dickins & Jones, Ltd.; R. W. Shorter, Austin 
Reed, Ltd.; F. R. Stapley, D. Swayne, Harrods, Ltd.; C. C. 
Tullberg, Gramophone Co., Ltd.; E. Wilson, Kodak, Ltd. 

“ Headquarters are at 11 Berkeley Street, Piccadilly, London, 
my 

H. Trethowan, the new president, is well known for his 
attractive display in Tottenham Court Road at Messrs. Heal & 
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Son, Ltd., where he is also china and glass buyer. C. H. Ward, 
the vice-president, is one of the younger school of displaymen, 
who has made his way to the front rank by the sheer merit of 
his work. On paper, the committee appears to be very strong. 
It is unique on account of the fact that for the first time it 
contains a lady in Miss E. Kennedy, of Glaxo, Ltd. Other 
new names on the committee are W. Narbeth, P. M. Nash and 
D. Swaine. 

A resolution to hold the next convention in London was 
unanimously carried. This matter, however, has yet to be 
confirmed by the new committee. 





BRITISH PROVINCIAL DISPLAY BODIES 
Southampton and District Display Association 

President, R. Bishop; Hon. Secretary, C. E. Kelly; Hon. 
Treasurer, Mr. Douglass; Chairman, Mr. Maslen; Vice-Chair- 
man, W. J. Fisk; Committee: Miss Andrews, Miss Cole, 
Messrs. W. E. Tickel, J. W. Ballington, B. S. Hyman and 
D. G. Horton. 

Newcastle-on-Tyne 
@hairman, E. A. Wallace; Hon. Secretary, W. G. Tully. 
Headquarters, Dial House, Northumberland Street. 
Portsmouth 

President, Vivian Thompson; Vice-President, A. R. Hodges, 
Secretary, E. Thompson; Vice-Secretary, Miss Phyllis Thomp- 
son; Hon. Treasurer, A. E. Goodchild; Committee: Miss Bart- 
lett, Miss Goodchild, Messrs. Ranger, Smith, Holloway, Head, 
Doyle. 

Southend, Westcliff and Leigh Display Association 
President, Lord Elvedon; Vice-Presidents, Elvan James, F. 
Squier, J. Dixon, E. C. Jones, M. C. and Councilor A. T. 
Edwards; Hon. Secretary, W. M. Dyer; Committee: Messrs. 
Pratt, E. A. Raisin, Burnham, Paramor, H. Day, C. P. Ravens, 
L. Lawes, Turner (Southend), Miss Nie, Miss Latimer, Miss 
Childs, Mrs. Douglas, Messrs. W. C. Skipper, J. C. Wall, 
Argent, S. G. Owen, E. Havens, C. S. Lewis, Baker (West- 
cliff), Mrs, Grennop and J. A. Leake (Leigh). 

Bristol and District Association of Display Men 
Chairman, W. E. Long; Treasurer, Mr. Massingham; Hon. 
Secretary, H. E. Jordan, 18 Muller Avenue, Ashley Down, 
Bristol; Assistant Secretary, A. E. Buck, 





GERMAN ASSOCIATION OF SHOW WINDOW 
DECORATORS 

The Bund der Schauefensterdekorateure of Germany 
(Association of Show Window Decorators) has over 2,000 
members and is the largest and most powerful trade organi- 
zation of windowmen in Germany. Its membership is con- 
fined to displaymen with three years or more of training. It 
has thirty-six affiliated clubs in the republic and maintains 
craft relations with the display associations of England and 
Holland. The object of the association is to establish greater 
unity and to facilitate the development and elevation of dis- 
play. The society publishes a magazine which has a wide 
domestic and foreign circulation. Its officers comprise a 
president and vice-president, general secretary and an as- 
sistant, a treasurer and his assistant, and seven national 
committeemen chosen from the provincial bodies. 

Headquarters: Berlin SW 68, Friedrichstrasse 207. Gen- 
eral Secretary, Erich de Roche. 

President, Bruno Seydel, Berlin, display manager, Seiden- 
haus, Michels & Co. Berlin; Vice-President George Fischer, 
Berlin; Editor, H. M. Geiger, Berlin; Assistant Editor, Willi 
Rauter, Berlin; Treasurer, Paul Schaefer, Berlin, display 
manager, Rexhaus; Assistant Treasurer, Hans Drewlow, 
Berlin; d. Fa. Elida, Berlin. 





PROVINCIAL AND SUBORDINATE BODIES 
° Brandenburg 
Berlin Club: Chairman, G. Krebs, display manager, H. A. 
Wertheim, Moritzplatz; Business Manager, E. Kirschning, 
Charlottenburg. 
Bergisch-Land 
Elberfeld-Barmen Club: Chairman, Willi Messner, Elber- 
feld, display manager, Leonh Tietz A-G; Business Manager, 
Fritz Cahnfeld, Elberfeld, P. O. Box 234. 
Mittelelbe 


Magdeburg Club: Chairman, Otto Walter, Magdeburg, 
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display manager, H. Lublin; Business Manager, Herm. 
Schwarz, Am. Weidenhof 15/16. Meeting every first Monday 
in the month at Stadt-Theatre-Kaffee. 


Frankfurt-a-M. 

Frankfurt-a-M. Club: Chairman, Udo Curth, display man- 
ager, Kaufhaus Hansa; Business Manager, Freidrich Becker, 
Frankfurt-a-M. Zeisselstrasse. 

Mainz Club: Chairman, F. Becker, display manager, F. 
Leonhard Tietz, Mainz; Business Manager, K. Gerhardt, 
Rheinallee 34. 

Weisbaden Club: Chairman and Business Manager, Willy 
Schweitzer, Poulet Weisbaden, Blucherstrasse 40. 


Hansa District 

Hamburg Club: Business Manager, Gummer, Mar- 
garetenstr. 15. Club rooms, Soltmann’s Keller, Alster 
Arkaden. 

Hesse 

Cassel Club: Chairman, G. Jacobs, display manager, 
Arthur Wertheim; Business Manager, E. Blankenburg, Cas- 
sel, Olga St. 11. : 

Industrial Region 

Essen Club: Chairman, E. Baranski, Essen, display man- 
ager, H. & L. Freudenberg, Essen; Business Manager, B. 
Joseph, Essen, Dorotheenstr. 31 tel. Sudamt 43942, 

Bochum Club: Chairman, Paul Wilde, Bochum; Business 
Manager, Heinz Goldschmidt, Bochum, Kanalstr. 45. 

Gross-Duisburg Club: Chairman P. Scheer, H. Moritz 
Meyer; Business Manager, O. Keyzer, Duisburg, Ruhrorter 
Str. 100. 

Lausitz 

Gorlitz Club: Chairman, Kurt Kretschmer, Gorlitz, dis- 
play manager, Otto Strassburg; Business Manager, Herbert 
Liebig, Gorlitz, Uferstr. 29. 


Middle Germany 
Leipzig Club: Chairman and Business Manager, Karl 
Meyer, display manager, Leipzig, Moltkestr. 54. 
Halle Club a. S.: Chairman, H. Fambach, display man- 
ager, H. L. Weiss, Halle; Business Manager, W. Temme, 
Halle a. S., Dreyhauptstrasse 2. 


Lower Saxony 
Hannover Club: Chairman, Aug. Kasten; Business Man- 
ager, Karl Hampe, Hannover, Rolandstrasse 7. 
Braunschweig Club: Chairman, Paul Stubbe; Business 
Manager, Ernst Wiegmann, Braunschweig, Rudolfstrasse 14. 
Hildesheim Club: Chairman, Spregnel, display manager, 
H. Lobenstein & Freudenthal; Business Manager, Bruno 
Bleckman, Hildesheim. 
Upper Silesia 
Ratibor Club: Chairman, Jos. Scherner, Ratibor, care of 
Julius Priester, Ratibor; Business Manager, R. Berger, Rati- 
bor, Bozalzerstr. 21. 
Upper Elbe 


Dresden Club: Chairman and Business Manager, Max | 


Kogel, Dresden, N., Kornerstrasse 7, 111. 
East Prussia 

Elbing Club: Chairman, Erich Connor, H. Loewenthal, 
Elbing; Business Manager, H. Goldbach, Niederstrasse 15. 

Konigsberg Club: Chairman and Business Manager, H. 
Albrecht, Konigsberg, Munzstr. 23. 

The Palatine 

Kaiserslautern Club: Chairman, W. Giller, display man- 
ager, Stein & Koslowsky, Breslau; Business Manager, E. 
Fischer, Breslau, Reuchstrasse 26. 

Liegnitz Club: Chairman, Emmerling, display manager, 
H. H. L. Kaurwitz; Business Manager, W. Kahl, Albrect- 
strasse 9. 

The Rhineland 

Koln Club: Chairman, E. Wenke, Koln; Business Man- 

ager, Phil Brixius, Koln a. Rh., Aquinostrasse 12. 
Ruhr-Lippe 

Dortmund Club: Chairman and Business Manager, Wal- 
ter Thaege, Dortmund, Liebigstrasse 32, tel. 3086. 

Munster Club: Chairman and Business Manager, Franz 
Atorff, display manager, H. Fried, Kawe, Munster, Raes- 
felder Strasse 22. Meeting every first Tuesday in the month 
at Adler Kongistr. 50. 
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Saar 
Saarbrucken Club: Chairman and Business Manager, V. 
W. Tonshoff, Saarbrucken, display manager, d. Fa. Passage- 
Kaufhaus, Saarbrucken. . 
Swabia 

Stuttgart Club: Chairman and Business Manager, E. 

Deppe, Stuttgart, Lerchenstrasse 83, H. Hanke & Kurtz. 
Weser-Ems 

Bremen Club: Chairman, Rich. Fromme, Bremen, display 
manager, Julius Bamberger; Business Manager, H. Rehulka, 
Bremen, Neckarstrasse 7. 

Unterweser Club: Chairman and Business Manager, Erich 
Bastian, Bremerhaven, Fahnstrasse 24L. 

Osnabruck Club: Chairman and Business Manager, Fr. 
Kolpacki, Bielefelderstr. 18. 

Mannheim-Ludwigshafen: Chairman, C. H. Daehne, Wald- 
hofstr. 31; Business Manager, Kastner, Mannheim, Wind- 
muhlenstr. 27. 

Unattached Clubs 

Munich: Chairman and Business Manager, Gregor Ochs, 
display manager, H. M. Hinzelmann, Munich, Frauenstr. 10. 

Chemnitz: Chairman and Business Manager, E. Opper- 
mann, Chemnitz, Ob. Aktienstr. 2. 

Plauen: Chairman and Business Manager, Richard Kalt- 
schmidt, Plauen, i. V. Bluchstrasse 35, 





DUTCH ASSOCIATION OF DISPLAYMEN AND 
DISPLAY DECORATORS 


The Nederlandsche Bond van Etaleurs en Etalage Deco- 
rateurs (Dutch Association of Displaymen and Display Deco- 
rators) was founded in November, 1925. At that time the 
German Association of Displaymen, which already had a 
branch in Rotterdam, tried to open a branch in Amsterdam 
as well. The Dutch displaymen, however, did not feel much 
inclined toward joining the German organization and decided 
to launch their own society, which was organized under the 
name given above. Starting with only twenty members, the 
association now has branches in The Hague, Rotterdam, Arn- 
hem, Nymegen, Groninger, Dordrecht, Zwolle and Leeuwarden. 
The chief objects are the ennobling of display art and the ad- 
vancement of social and professional intercourse. 
quarters are 68 Akeleistraat, The Hague, Holland. 

Chairman, F. R. Prill; Vice-Chairman, E, Baranski; Sec- 
retary, M. J. Klawer; Assistant Secretary, E. Britz; Treasurer, 
J. Alter; Editor of the Etalagekunst, P. M. J. Van Rooyen; 
Corresponding Secretary for England and Colonies and the 
U. S. A., J. Brommet. 


Amsterdam 
Secretary, J. Mok, Borsenburgerstr. 6; Chairman, J. Mot; 
Treasurer, J. Ten Brink; Vice-President, E. Davidson; Com- 
mittee H. v. Beem. 
Dordrecht 
Secretary and Chairman, W. J. P. Hulsen, van Strijsingel 
333; Treasurer, J. Van Hees. 
The Hague 
Secretary, W. Abels, Adelheidstr. 72; Chairman, F. R. 
Prill; Treasurer, F. Fleur; Committee, M. Schellevis, TH. 
Valkenburg. 
Rotterdam 
Secretary, W. Dompeling, Jan. Kruijfstraat 33b; Chair- 
man, Geubel; Treasurer, E. v. d. Heijden; Committee, A. J. 
Bekker, A. W. M. Assei. 
Arnhem-Nijmegen 
Secretary, C. J. Willems, Schonkstraat 76, Nijmegen: 
Chairman, Alb. Visser; Treasurer, J. Vuursteen; Committee, 
J. J. Baarda. ' 
Groningen 
Secretary, G. Lentink, Zuidersingel 10 a; Chairman, N. J. 
Vreedevoogd; Treasurer, A. J. Nienhuis. 
Leeuwarden 
Secretary, J. P. Postma, Oosterstr. 7, Huizum bij Leeu- 
warden; Chairman, W. Maas; Treasurer J. Pots. 





THE AUSTALIAN ASSOCIATION 
The Australian Association of Display Men has affiliated 
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branches in a number of the-commonwealth’s cities. Its head- 
quarters are at 1 Nyowee Street, Preston, Victoria, Australia. 
John S. Richmond is honorable secretary. 





AUSTRIAN WINDOWMEN ALLIED WITH 
ADVERTISERS 


Displaymen of Austria do not maintain a separate organi- 
zation, finding a departmental affiliation with the Austrian 
Trade Association of Advertising Men a satisfactory ar- 
rangement. While their work ir some respects follows the 
plans favored by the German designers, their style is more 
conservative, avoiding resort to the grotesque mannequins 
and draping devices hitherto employed in the German cities. 





LES ARTISTES REUNIS 


Les Artistes Reunis, a society of French displaymen, ar- 
chitects, electricians and other craftsmen engaged in window 
decoration and equipment, was organized during the past 
summer and has been vigorously promoted by its founders. 
Sponsored by trade journals and aided by sister organiza- 
tions in adjoining countries, the new body has had a steady 
growth and bids fair to assume its position as the parallel 
of the window associations now in existence in continental 
countries. The general secretary is M. Poirier, 16 Avenue du 
Polygone, Vincenrf®s. 





DISPLAY GATHERINGS IN 1927 

The past year was marked by a number of meetings of 
window decorators which had far-reaching effects upon the 
craftsmen of the lands involved. 

The first and most influential on the continent was the 
German convention held at Leipzig in March, lasting for two 
days, during which two sessions were held. On Saturday, 
March 12, delegates from the German display clubs met and 
discussed constitutional amendments. The following day a 
mass session of members was held, at which officers were 
elected. One of the chief developments of these meetings 
was initiation of a proposal for a sick and death benefit fund 
to be handled by the national committee. The issue of free 
and untrammeled conduct of schools by private organizations 
resulting in flooding of the larger cities with “graduate deco- 
rators” was met by provision for exclusion from membership 
of men with less than three years’ training. 

June saw the assembly of American displaymen at De- 
troit when the International Association of Display Men held 
a four-day session. This mass gathering brought attendance 
from all over the country and produced an assembly of ap- 
proximately five hundred delegates. Liberalization of the 
organization was the demand of the hour and was recog- 
nized. by the executive committee in provision for a redraft 
of the constitution to be made by a-special committee, and 
establishment of departments for the chief divisions of retail 
business, and national advertisers. 

The following month saw the Pacific Coast Association 
of Display Men in session at San Francisco, where two hun- 
dred windowmen from the leading cities of states ranging 
from British Columbia to New Mexico, joined in an eventful 
meeting. More demonstrations were placed at the conven- 
tion than had been witnessed in other American gatherings 
in years and many novel features were engrafted upon the 
conduct of the assembly. Meetings opened at eleven o'clock 
and continued from that time without a break until adjourn- 
ment. 

An afternoon of debate on the issue of affiliation with the 
International Association of Displaymen resulted in a deci- 
sion to free clubs allied with the coast organization from 
compulsory affiliation and per capita payment to the eastern 
organization. 

British displaymen met at Leicester early in September 
for the fourth national British display convention. Twice 
the number of delegates at the preceding gathering at Oxford 
were in attendance, the total registration approximating four 
hundred. To effect a national organization, representatives 
of the British Association of Display Men, primarily a Lon- 
don organization, and delegates from the provincial societies 
established a national council and gave it authority to handle 
affairs of national scope for their respective units. 
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ESTABLISHED MANUFACTURERS, JOBBERS, IMPORTERS AND 
DISTRIBUTORS OF WINDOW DISPLAY AND STORE EQUIP- 
MENT, DECORATIVES, ACCESSORIES AND SPECIALTIES 


AIR BRUSHES 
Becker Sign Supply Co., Baltimore and Front 
Sts., Baltimore, Md. é 
Bert L. Daily, 124 East 3rd St., Dayton, Ohio. 
Paasche Airbrush Co., 1909 Diversey Parkway, 


Chicago, Ill. 
Joseph Mayer & Co., 25 E. 14th St., New York 
ity. * 4 
Thayer & Chandler, 913 W. Van Buren St., Chi- 
cago, Ill. 


Geo. E. Watson Co., 164 W. Lake St., Chicago. 
Wold Air Brush Mfg. Co., 2173 N. Cal. Ave., 
Chicago, III. 


AIR COMPRESSORS 
Paasche Air Brush Co., 1909 Diversey Parkway, 
Chicago, III. 
Simons Paint Spray Brush Co., 1106 Grafton 
Ave., Dayton, Ohio. 


AIR CLEANERS 
Paasche Air Brush Co., 1909 Diversey Parkway, 
Chicago, Ill. 
Simon’s Paint Spray Brush Co., 1106 Grafton 
Ave., Dayton, Ohio. Bi 


ART FABRICS 

S. M. Hexter & Co., 2212 Superior Ave., Cleve- 
land, Ohio. : 

Hydol Plush Mfg. Co., 36 E. 21st St., New York 
City. 

HY-SIL MFG. CO., Revere, Mass. 

— STUDIOS, 306 E. 26th St., New York 

ity. 

Mendelsohn’s Textile Corp., 156 W. 45th. St.. 

New York City. 


ART PANELS 
Adler-Jones Company, 651 S. Wells St., Chi- 
cago, Ill. 
Ferryman Art Studios, 36 W. 33rd St., New 
York City. 


Artco Advertising, Inc., 1708 Ludlow St., Phila- 
delphia, Pa. 

J. Hartwig Co., 26 Pellington Place, Brooklyn 
iy 


Hydol ‘Plush Mfg. Co., 36 E. 2ist New York 
ity. 


Ivel Displays, Inc., 244 W. 49th St., New York 


City. 

MacLEOD STUDIOS, 306 E. 26th St., New York 
York City. 

Schack Artificial Flower Co., 134 N. Robey St., 
Chicago, Ill. 


ART NOVELTIES 
Beauticraft Import Co., 23 E. 14th St., New York 


City. 

S. C. Dutch & Son, 733 Main St., Buffalo, N. Y. 

P. J. Osborne, Inc., Holland, Mich. 

International Clearing House, 303 Fifth Ave., 
New York City. 

Silvestri Art Mfg. Co., 1035 Orleans St., Chi- 
cago, Ill. 

Zillincar & Stran, Inc., 944 S. Flower St., Los 
Angeles, Calif. 


ART PRINTS 
P. J. Osborne, Inc., Holland, Mich. 
United States Printing & Litho. Co., 93 N. 
Third St., Brooklyn, N. Y 


ARTIFICIAL FLOWERS 
Adler-Jones Co., 649 S. Wells St., Chicago, Il. 
AIKEN DECORATIVE CO., Bloomfield, Ind. 
Botanical Decorating Co., 319 W. Van Buren 
St., Chicago, IIl. 

Cleveland Artificial Fiower Co., 1344 Prospect 
Ave., Cleveland, Ohio. 

Display Novelty Co., 5401 W. Lake St., Chi- 
cago, i 

Doty & Scrimgeour, 148 Duane St., New York 


City. 
S. C. Dutch & Son, 733 Main St., Buffalo, N. Y. 
"ar Hamburger, 122 Fifth Ave., New York 
ity. 
J. Pepeele Co., 26 Pellington Place, Brooklyn, 


Hulsizer, Inc., 214 Grand Ave., Des Moines, Ia. 


Bert A. Landers, Inc., 823 S. Los Angeles St., 
Los Angeles, Calif. 

Markowitz & Dave, 118 W. Broadway, New 
York City. 

G. Reising & Co., 227 W. Austin Ave., Chi- 
cago, Ill. 

Philip Roman, 102 W. 45th St., New York City. 

Schack Artificial Flower Co., 134 No. Robey St., 
Chicago, IIl. 

Select Artificial Flower Co., 250 W. 47th St., 
New York City. 

SHOW WINDOW EQUIPMENT CoO., 80 Boyl- 
ston St., Boston, Mass. 


ARTIFICIAL FLOWERS—FEATHER 
DeWitt Sisters, Battle Creek, Mich. 


ARTIFICIAL PLANTS 
Adler-Jones Co., 651 S. Wells St., Chicago, III. 
Artistic Plant Preserving Co., 2125 Bush St., 

San-Francisco, Calif. 
Decorative Display Co., 19 W. 36th St., New 
York City. 
Ove Gnath Co., 510 Indiana Ave., La Porte, Ind. 
eee Co., 26 Pellington Place, Brooklyn, 
7. 


Kervan Co., 119 W. 28th St., New York City. 

Philip Roman, 102 W. 45th St., New York City. 

Select Artificial ‘Flower Co., 250 W. 47th St., 
New York City. 


ARTIFICIAL SNOW 
HY-SIL MFG. CO., Revere, Mass. 


AUTOMATIC WINDOW PROJECTORS 
Bausch & Lomb Optical Co., 635 St. Paul St., 
Rochester, N. Y. 


BACKGROUND COVERINGS. 
Adler-Jones Co., 651 S. Wells St., Chicago, II]. 
American Tissue Mills, Holyoke, Mass. 
Botanical Decorating Co., 319-27 W. Van Buren 
St., Chicago, III. 

Doty & Scrimgeour Sales Co., 148 Duane St., 
New York City. 

Hydol Plush Mfg. Co., 36 E. 21st St., New York 


City. 
MacLEOD STUDIOS, 306 E. 26th St., New York 
City. 


BACKGROUND REFINISHING 
Posenger Studio, 106 Klee Court, Dayton, Ohio 


BACKGROUND SETTINGS 
Adler-Jones Co., 651 S. Wells St., Chicago. Tl. 
Artco Advertising, Inc., 1708 Ludlow St., Phila- 
delphia, Pa. 

Botanical Decorating Co., 319-27 W. Van Buren 
St., Chicago, IIl. 

Craft Studios Co., New London, Ohio. 

Gaylor-Nelson Studios, 219 E. 5ist St., New 
York City. 

Good-Art Polycraft Studios, Inc., 3152 Reading 
Rd., Cincinnati, Ohio. F 

Ivel Displays, Inc., 244 W. 49th St., New York 


ity. 
KINNEAR ARTCRAFTS, 61 W. 15th St., New 
York City. 
Knickerbocker Display Studios, 253 W. 47th St., 
New York City. 
Le Nore Studios, 8 W. 19th St., New York City. 
—" STUDIOS, 306 E. 26th St., New York 
ity. 
MacWin, 1607 Broadway, New York City. 
Neumann Display Service, 124 W. 18th St., New 
York City. 


BACKGROUND PAINTINGS 
Adler-Jones Co., 651 S. Wells St., Chicago, III. 
Bodine-Spanjer-Janes Co., 1160 Chatham Court, 

Chicago, III. 
GOOD-ART POLYCRAFT STUDIOS, 3152 
Reading Rd., Cincinnati, O. 
Ivel Displays, 244 W. 49th St., New York City. 
Kinnear Artcrafts, 61 W. 15th St., New York 


City. 
ee STUDIOS, 306 E. 26th St., New York 
Martin Jenter Artcrafts, Mt. Vernon, N. Y. 


Morey Decorative Studios, 135 Columbus Ave., 
Boston, Mass. 

Rug-Nu Corp., 231 N. Wells St., Chicago, Ill. 

WORSHAM CO., Decatur, Ill. 


BACKGROUND PANELS 
Adler-Jones Co., 651 S. Wells St., Chicago, Tl. 
Artco Advertising, Inc., 1708 Ludlow St., Phila- 

delphia, Pa. 
Bodine-Spanjer-Janes Co., 1160 Chatham Court, 
Chicago, III. : 
Berry Studios, 408 Stockton St., San Francisco, 


Calif. f 
es ea & Son, 733 Main St., Buffalo, N. Y. 
Ferryman Art Studio, 36 W. 33rd St., New York 


City. : 

Gaylor-Nelson Studios, 219 E. 51st St., New 
York City. 

GOOD-ART POLYCRAFT STUDIOS, 3152 
Reading Rd., Cincinnati, Ohio. 

— Plush Mfg. Co., 36 E. 21st St., New York 

ity. 

International Clearing House of N. Y., Inc., 303 
Fifth Ave., New York City. 

Ivel Displays, Inc., 244 W. 49th St., New York 


City. 
a STUDIOS, 306 E. 26th St., New York 


Posenger Studio, 106 Klee Court, Dayton, Ohio. 
— Window Equipment Co., 80 boylston St., 
oston, 


ass. 
WORSHAM CO., Decatur, Ill. 


BACKGROUNDS—PERMANENT 

Artco Advertising, Inc., 1708-14 Ludlow St., 
Philadelphia, Pa. 

Klee Display Fixture Co., Inc., 172 Atlantic 
Ave., Rochester, N. Y. 

Posenger Studio, 106 Klee Court, Dayton, Ohio. 

Show Window Equipment Co., 80 Boylston St., 
Boston, Mass. 


BACKGROUND SCREENS 
Adler-Jones Co., 651 S. Wells St., Chicago, Ill. 
Artco Advertising, Inc., 1708-14 Ludlow St., 
Philadelphia, Pa. 

GOOD-ART POLYCRAFT STUDIOS, 3152 
Reading Rd., Cincinnati, Ohio. 

International Clearing House of N. Y., Inc., 303 
Fifth Ave., New York City. 

Ivel Displays, Inc., 244 W. 49th St., New York 


ity. 
Kinnear Artcrafts, 61 W. 15th St., New York 


ity. 

Le Nore Studios, 8 W. 19th St., New York City. 

— STUDIOS, 306 E. 26th St., New York 

Multiplex Display Fixture Co., 918 N. Tenth 
St., St. Louis, Mo. 

Regent Specialties, Inc., 268 Lyell Ave., Roches- 
ter, Ny: X. 

Roman Art Screen Co., Inc., 414 Madison Ave., 
New York City. 

Show Window Equipment Co., 80 Boylston St., 
Boston, Mass. 

WORSHAM CO., Decatur, Ill. 


BANNERS AND BUNTING 
Annin & Co., 85 Fifth Ave., New York City. 
Cleveland Artificial Flower Co., 1344 Prospect 
Ave., Cleveland, Ohio. 
Weeks-Howe-Emerson Co., 90 Market St., San 
Francisco, Calif. 


BOLTING CLOTH 
Becker Sign Supply Co., Baltimore & Front 
Streets, Baltimore, : 
Bert L. Daily, 124 E. 3rd St., Dayton, O. 
Jones Mayer & Co., 25 E. 14th St., New York 
it 


zi 

Show Window Equipment Co., 80 Boylston St., 
Boston, Mass. 

Studio Art Supply Co., 13 N. 13th St., Phila- 
delphia, Pa. 


BOOTHS 
Art Guild, 250 W. 54th St., New York City. 
~~ Displays, Inc., 244 W. 49th St., New York 
ity. 





(Your Inquiry Will Receive Better Attention If You Mention DISPLAY WORLD When Writing to Any of These Concerns.) 
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Knickerbocker need Studios, 253 W. 47th St., 
New York Cit 

MacLEOD STUDIOS, 306 E. 26th St., New York 
City. 


BRASS RAILS 
Brasco Mfg. Co., 5025 Wabash Ave., Chicago, III. 
Detroit Rack Co. 2536 14th Ave., Detroit, Mich. 
Kehoe Display Fixture Co., 541 Market St., San 
Francisco, Calif. 
McCoy Bronze Co., 5861 Forsyth Ave., Detroit, 


Mich. 
Newman Mfg. Co., 416 Elm St., Cincinnati, Ohio. 


CARDBOARD DISPLAYS 
PERFECTION SLIDE & PICTURES CORP., 
78 Fifth Ave., New York City. 


CARD HOLDERS 
David B. Chambers, 41 W. 35th St., 
City. 
Cincinnati Show Case & Display Fixture Works, 
232 Main St., Cincinnati, Ohio. 
Detroit Rack Co., 2436 14th Ave. ., Detroit, Mich. 
Ss. C. Dutch & Son, 733 Main St., Buffalo, N. Y. 
L. F. Grammes & Sons, Inc., 
Sts., Allentown, Pa. 
D. J. HEAGANY MFG. CO., 1121 W. Washing- 
ton Blvd., Chicago, Ill. 
Kehoe Display Fixture Co., 541 Market St., San 
Francisco, Calif. 
age Display Co., Inc., 124 W. 18th 
New York Cit 
Nesilal Mfg. Co., 416 Elm St., Cincinnati,Ohio. 
M. D. Pollinger, "416 Victoria "Blidg., St. Louis, 


New York 


Mo. 
Show Window Equipment Co., 80 Boylston St., 
Boston, Mass. 
Stewart Iron bate Inc., 18th and Madison 
J. B. Timberlake & “hiss, Jackson, Mich. 


Sts., Covington, 
CARD BOARD 


Becker Sign Supply Co., Baltimore and Front 
Sts., Baltimore, 

Dick Blick Co., Galesburg, : Til. 

Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, Ill. 

Bert L. Daily, 126 E. Third St., Dayton, Ohio. 

ae ae Pa mse Co., Inc., 3436 Market St., Phila- 
delphia 

JOSEPH’ MAYER & CO., 25 E. 14th St., New 
York City. 

NATIONAL CARD, MAT & BOARD CO., 4318 
Carroll Ave., Chicago, Ill. 

Progressive Die Cuting Co.,Inc., 135 W. 17th St., 
New York City. 


CARNIVAL DECORATIONS 


Annin & Co., 85 Fifth Ave., New York City. 

American Merri Lei Corp., 24 E. 22nd St., New 
York City. 

HY-SIL MFG. CO., Revere, Mass. 

Old King Cole, Inc., Canton, Ohio. 

Schack Artificial Flower Co., 134 N. Robey St., 
Chicago, Il. 


CHARACTER WAX FIGURES 


J. H. Blecher Wax Figure Studios, 1036 Beau- 
bien, Detroit, Mich. 

International Clearing eo of N. Y., Inc., 303 
Fifth Ave., New York C 

KEHOE DISPLAY FIXTURE CO., 541 Market 
St., San Francisco, Calif. 

Milwaukee Form & Wax Figure Co., 70 W. 
Water St., Milwaukee, Wis. 
R. Palmenberg’s Sons, Inc., 

; "New York City. 

rrutulife Wax Picdets Co., 29 Erie St., 
waukee, Wis. 


COLOR MATCHING LAMPS 
J. R. Palmenberg’s Sons, Inc., 1412 Broadway, 
New York City. 
Show Window Ne Co., 80 Boylston St., 


Boston, Mass. 
Silvray Co., 55 W. 16th St., New York City. 
= ee Lighting Products, Inc., 119 Lafayette 


» New York City. 


COLOR SCREENS 
Ameriea.: Colortype Co., 1151 Roscoe St., Chi- 


cago, 
Frecerien a Bohling, 502 W. 44th St., New 


York Cit 
CURTIS LIGHTING, INC., 1119 W. Jackson 


Blvd., Chicago, Ill. 


1412 Broadway, 
Mil- 


Samuel C. Dutch & Son, 733 Main St., Buffalo, 
— Phillips Co., 131 Hudson St., New York 
Pitsborgh Reflector Co., 304 Ross St., Pitts- 
Reflestas & Illuminating Co., 1401 Jackson 


Blvd., Chicago, Ill. 
Roman Art Screen Co., Inc., 
Yew York City. 
Rosco Laboratories, 131 Third Place, Brooklyn, 


414 Madison Ave., 


Jordan and Union . 


Show Window Equipment Co., 80 Boylston St., 
Boston, Mass. 

Sun-Ray Lighting ag Inc., 119 Lafayette 
St., New York Cit 

Z. B. TIMBERLAKE & SONS, Jackson, Mich. 


COLORED SHEET GELATINE 


CENTRAL IMPORT CO., 1656 S. Central Park 
Ave., Chicago, IIl. 


COMPOSITION BOARD 


Cornell Wood Products Co., 190 N. State St., 
Chicago, II]. 

Plastergon Wall Board Co., 196 Philadelphia 
Ave., Buffalo, N. Y. 

bs S. Gypsum Co., 205 W. Monroe St., Chicago, 


COUNTER DISPLAYS 


Action Advertising Displays, Inc., 233 W. 42nd 
St., New York City. 

Advertisers Sign & Display Co., 1400 Broadway, 
New York City. 

American Sculpture Co., 20 E. 42nd St., 
York City. 

Artco Advertising, 
Philadelphia, Pa. 

David A. Coleman Co., 110 Locust St., 


Mo. 
Conwell Graphic Co., Inc., 461 Eighth Ave., New 


Inc., 1708-14 Ludlow St., 


St. Louis, 


York City. 

Davis Metal Fixture Co., P. O. Box 213, Lan- 
sing, Mich. 

Einson-Freeman Co., Inc., 511 E. 72nd St., New 
York City. 

L. F. Grammes & Sons, Inc., Jordan & Union 


Sts., Allentown, Pa. 

2 Displays, Inc., 244 W. 49th St., New York 

ty. 

Kalasign Co. of America, Kalamazoo, Mich. 

Karle Lithographic Co., 444 Central Ave., Ro- 
chester, N. Y. 

Kraus Mfg. Co., 30 W. 33rd St., New York City. 

Lake Lithograph Co., 2530 Superior Ave., Cleve- 
land, Ohi 

Lane Bros. is ‘om .» 2941 W. Lake St., Chicago,Ill. 

Lutz & Sheinkman, 2 Duane St., New York City. 

Munro & Harford. Co., 460 W. 34th St., New 
York City. 

Old King Cole, Canton, Ohio. 

Peoria Display Co., 119 N. Washington, St., 
Peoria, Ill. 

Progressive Die Cutting Co., Inc., 135 W. 17th 
St., New York City. 

7 on Inc., 268 Lyell Ave., Roches- 


. 
Rich. Craft “Studios, Inc., 234 E. Second St., 
Jamestown, N. Y 
aie. & Co., Inc., 460 W. 34th St., New York 
it 
Seaboard Litho. Co., 350 Broadway, New York 
Tablet & Ticket Co., 1021 W. 


Adams St., Chi- 
cago, Ill. 
United States Printing & Litho. Co., 93 N. 
Third St., Brooklyn, N. Y. 
Upham Sales Service Co. .» 170 Summer St., Bos- 


ton, Mass. 


COUNTER DISPLAYS—WOOD 


REGENT SPECIALTIES, INC., 268 Lyell Ave., 
Rochester, N. Y. 


CREPE PAPER 


AMERICAN TISSUE MILLS, 12 Crescent St., 
Holyoke, Mass. 

PAPYRUS CO., Kenilworth, N. J. 

Reyburn Mfg. Ca., 32nd and Allegheny Ave., 
Philadelphia, Pa. 

Tuttle Press Co., Appleton, Wis. 


CUT-OUTS 


ANGLO DISPLAY FIXTURE CO., 209 W. 37th 
St., New York City. 

Art Guild, 250 W. 54th St., New York City. 

Artco Advertising, Inc., 1708-14 Ludlow St., 
Philadelphia, Pa. 

David A. Coleman Co., 


110 Locust St. St. Louis, 
Mo. 
Conwell Graphic Co., 


461 Eighth 
New York City. 
Craft Studios Co., Third National Bank Bldg., 
New London, Ohio. 
ren Studio, 804 Ninth Ave., New York 
ity. 
Einson-Freeman Co., Inc., 511 E. 72nd St., New 
York City 
— hie Studio, 36 W. 33rd St., New York 
Gayle Nelson Studios, 219 E. 51st St., New York 
New York 


ee Displays, Inc., 244 W. 49th St., 


Inc., Ave., 


Cit 

Karle Lithographic Co., 444 Central Ave., Ro- 
chester, » 

MacLEOD "STUDIOS, 306 E. 26th St., New York 





New ' 


Munro & Harford Co., 460 W. 34th St., New 
York City. 

National Card, Mat & Board Co., 4318-36 Carroll 
Ave., Chicago, Ill 

Neumann Display Service, Inc., 124 W. 18th St. 
New York City. 

Philip Litho. Co., 458 Fourth St., Milwaukee, 
Wi 


is. 

Potomac _~ Co., 314-16 S. Tenth St., Phila- 
delphia, P. 

Progressive Die Cutting Co., Inc., 135 W. 17th 


St., New York City 
Seaboard Litho. oa 350 Broadway, New York 


Cit 

Shaw Window Equipment Co., 80 Boylston St., 
Boston, Mass. 

United States Printing & Litho. Co., 93 N. 
Third St:, Brooklyn, N 


DECALCOMANIA 


Advertisers Sign & Display Co., 1400 Broadway, 
New York City. 

Decalcomania Transfer — Co., Inc., 298 
Fifth Ave., New York Cit 

Joseph Mayer & Co., 25 E. ath St., New York 
Cit 

Manineend Co., 133 W. Washington St., Chi- 
cago, 


DECORATIVE PAPERS 


AMERICAN TISSUE MILLS, 12 Crescent St., 
Holyoke, Mass. 

Decalcomania Transfer Ornaments Co., Inc., 298 
Fifth Ave., New York City. 

Markowitz & Dave, 118 W. 
York City. 

Murdison Co, 434 S. Wabash Ave., Chicago, IIl. 

Joseph Mayer & Co., 25 E. 14th St., New York 


Broadway, New 


ity. 
Show Window Equipment Co., 80 Boylston St., 
Boston, Mass. 


DISPLAY CARDS 
Artco Advertising, Inc., 1708-14 Ludlow St., 
Philadelphia, Pa. 
Card Display, Inc., 1440 Broadway, New York 


City 

Chlenne Cardboard Co., 666 Washington Blvd., 
a Ill. 

David A. Coleman Co., 110 Locust St., 
Mo. 

Displaycraft Studio, 804 Ninth Ave., New York 

3436-38 Market St., 


New York 


St. Louis, 


ity. 
Hurlock Bros. Co., Inc., 
Philadelphia. 
Ivel _— Inc., 244 W. 49th St., 


Cit 
Joseph Mayer & Co., 25 E. 14th St., New York 
Cit 


Oval "& Koster, 700 W. Washington St., Indian- 
apolis, Ind. ; 

Peoria Display Co., 119 N. Washington St., 
Peoria, Ill. 


Philip Lithography Co., 458 Fourth St., Milwau- 


kee, Wis. ; 

7 Die Cutting Co., Inc., 135 W. 17th 
New York City. 

Watlee Studio, 555 Third Ave., New York City. 


DISPLAY COUNSEL 

Martin Jenter Artcrafts, Mt. Vernon, N. Y. 

Le Nore Studios, 8 W. 19th St., New York City. 

MacLEOD STUDIOS, 306 E. 26th St., New York 
Cc 

ome Decorative Studios, 135 Columbus Ave., 
Boston, Mass 

Carl Percy, i. 450 Fourth Ave., New York 
City. 

sa ay Die cate Co., Inc., 135 W. 17th 

» New York Cit ‘ 
Be D Williams, 509 3 Franklin St., Chicago, [Il. 


DISPLAY FIXTURES—GLASS 

Artco Advertising, Inc., 1708-14 Ludlow St., 
Philadelphia, Pa. 

Crystal a Co., 53 W. Jackson Blvd., Chi- 
cago, 

SAMUEL C. DUTCH & SON, 733 Main St., Buf- 
falo, N. Y. 

H. M. Hooker Glass & Paint Co., 651 W. Wash- 
ington Blvd., Chicago, III. : 

Howe Glass Co., 70 Warren St., New York City. 


Indianapolis Glass Co., 1002 Kentucky Ave., 
Indianapolis, Ind. 
International Clearing House of N. Y., Inc., 303 


Fifth Ave., New York City. 
Kehoe Display Fixture Co., 541 Market St., San 
Francisco, Calif. 
Show Window Equipment Co., 80 Boylston St., 
-Boston Mass. 


DISPLAY FIXTURES—METAL 

Anglo Display Fixture Co., 209 W. 37th St., New 
York City. 

Artco Advertising, 1708-14 Ludlow St., 
Philadelphia, Pa 

Barlow- a Co., Inc., 515 Seventh Ave., New 
York Cit 

| ae © ‘Sections & Co., 178 W. Jackson Blvd., 
Chicago, Ill. 


Inc., 
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ee uae Fixture Co., 1292 W. Fourth St., Cleve- 
and 
= B. chistes, 41 W. 35th St., New York 
ity. 
Butler Doll-Stand Co., 208 S. East Ave., Oak 
Park, ss 
Cincinnati Show Case & Display Fixture Works, 
232 Main St., Cincinnati, Ohio. 
Crystal Fixture Co., 53 W. Jackson Blvd., Chi- 
cago, Ill. 
Davis Bulletin Co., P. O. Box 213, Lansing, 
Mich. 
Detroit Rack Co., 2536 14th Ave., Detroit, Mich. 
ie Craft Co., 1350 Broadway, New York 
ity. 
Display Devices Co., Box 63, Hamilton, Ohio. 
SAMUEL C. DUTCH & SON, 733 Main St., Buf- 
falo, N. Y. 
L. A. Feldman Fixture Co., Inc., 32 W. 32nd St., 
New York City, 
Frankel Display Fixture Co., Inc., 493 Seventh 
Ave., New York City. 
L. F. Grammes & Sons, Inc., Jordan and Union 
Sts., Allentown 1, Pa. 
- —— & Co. pe 751 Lafayette Ave., Brook- 
yn, N. 
D. J. HEAGANY MFG. CO., 1121 W. Washing- 
ton Blvd., Chicago, Ill. 
International Clearing House of N. Y., Inc., 303 
ifth Ave., New York City. 
KEHOE DISPLAY FIXTURE CO., 541 Market 
St., San Francisco, Calif. 
Kramer Bros., 270 Broome St., New York City. 
Lansha Studios, 208 E. 47th St., New York City. 
Motion Publicity, Inc., 400 River St., corner of 
Cross St., Ypsilanti, Mich. 
Multiplex Display Fixture Co., 918 N. Tenth St., 
St. Louis, Mo. 
~~ wa Fixture Co., St. Paul Ave., Dayton, 
hio. 
Oriental Display Fixture Co., 251 Meserole St., 
Brooklyn,  # 
J. R. Palmenberg’s Sons, Inc., 1412 Broadway, 
New York City 
sg Og Bollianer. 416 Victoria Bldg., St. Louis, 
Mo. 
Rochester Display Fixture Works, 654 South 
Ave., New York City. 
A. Rosenbaum, 144 N. Tenth St., Philadelphia, 


Pa. 

Show Window Equipment Co., 80 Boylston St., 
Boston, Mass. 

Sylvan Specialty Shop, 552 W. Lake St., Chi- 
cago, . 

J. B. TIMBERLAKE & SONS, 120 Washington 
Ave. E., Jackson, Mich. 


DISPLAY FIXTURES—VACUUM CUP 


Mayer Mfg. Corp., 1436 W. Randolph St., Chi- 
cago, III. 


DISPLAY FIXTURES—WOOD 


Anglo Display Fixture Co., 209 W. 37th St., New 
York City. 
Artco Advertising, “Inc., 1708-14 Ludlow St., 
Bed ag om Pa. 
. L. Bradford & Co., 178 W. Jackson Blvd., 
BE Poe Ill. 
Buckeye Fixture Co., 1292 W. Fourth St.; Cleve- 
land, Ohio. 
— B. Chambers, 41 W. 35th St., New York 
city. 
Cincinnati Show Case & Display Fixture Works, 
232 Main St., Cincinnati, Ohio. 
SAMUEL C. DUTCH & SON, 733 Main St., Buf- 
faio, N. Y. 
Efficiency ee & Mfg. Co., 604 Broadway, 
Bedford, 
Electric Window Salesman Co., 46 Cornhill 
Boston, Mass. 
L. A. Feldman Fixture Co., Inc., 32 W. 32nd St., 
New York City. 
D. J. HEAGANY MFG. CO., 1121 W. Washing- 
ton Blvd., Chicago, Ill. 
International Clearing oN of N. Y. ,Inc., 303 
Fifth Ave., New York Cit 
KEHOE DISPLAY FIXTURE CO., 541 Market 
St., San Francisco, Calif. 
Klee Display Fixture Co., 172 Atlantic Ave., 
Rochester, N. 
Kramer Bros., mS Broome St., New York City. 
— STUDIOS, 306 E. 26th St., New York 
y 
Motion Publicity, Inc., 400 River St., corner of 
Cross St., Ypsilanti, "Mich. 
O. K. Display Fixture Co., 47 Broome St., New 
York City. 
Oscar Onken Co., Fourth and Cutter Sts., Cin- 
cinnati, Ohio. 
Onli-wa Fixture Co., St. Paul Ave., Dayton, 
Ohio. 
Oriental Display Fixture Co., 251 Meserole St., 
Brooklyn, 
‘oe Palmenberg’s Sons, Inc., 1412 Broadway 
New York City. 
Perfection Co., 406 S. Franklin St., Chicago, Ill. 
Quincy Show Case Works, Quincy, III. 
Real Art Form & Fixture Co., Inc., 21 W. 31st 
St. New York City. 


Regent Specialties, Inc. 268 Lyell Ave., Ro- 
chester, N. 

Rochester Display ne Works, 654 South 
Ave., New York Cit 

A. Rosenbaum, 144 Nn. “Tenth St., Philadelphia, 


Pa. 

A. N. Russell & Sons Co., 165 Main St. W., 
Ilion, N. Y. 

Sewah Studios, 107 Gilman Ave., Marietta, Ohio. 

SHOW WINDOW EQUIPMENT CO., 80 Boyl- 
ston St., Boston, Mass. 

jy. 8. Timberlake & Sons, 120 Washington Ave. 
E, Jackson, Mich. 

Upham Sales-Service Co., 170 Summer St., Bos- 
ton, Mass. 


DISPLAY FIXTURES—WROUGHT IRON 


ANGLO DISPLAY FIXTURE CO., 209 W. 37th 
St., New York City. 

Artco Advertising, Inc., 1708-14 Ludlow St., 
Philadelphia, Pa. 

Barlow-Kimnet Co., Inc., 515 Seventh Ave., New 
York City. 

Buckeye Capa Co., 1292 W. Fourth St., Cleve- 
land, 

Mervyn D. ‘Calin: 109 New Montgomery St., San 
Francisco, Calif. 

Curtis Leger Fixture Co., 235 W. Jackson Blvd., 
Chicago, ¥1l.; 1440 Broadway, New York City. 

Displaycraft Co., 1350 Broadway New York City. 

Display Novelty Co., 5401-07 W. Lake St., Chi- 
cago, Ill. 

S. C. Dutch & Son, 733 Main St., Buffalo, N. Y. 

Florentine Craftsmen, Inc., 45 E. 22nd St., New 
York City. 

Frankel Display Fixture Co., Inc., 493 Seventh 
Ave., New York City. 

KEHOE DISPLAY FIXTURE CO., 541 Market 
St., San Francisco, Calif. 

Kramer Bros., 270 Broome St., New York City. 

Lansha Studios, 208 E. 47th St., New York City. 

— STUDIOS, 306 E. 26th St., New York 

ty 

Oriental Display Fixture Co., 251 Meserole St., 
Brooklyn, N. 

Real Art Form & Fixture Co.;" Ine:; 21 -W. .3ist 
St., New York City. 

Show Window Equipment Co., 80 Boylston St., 
Boston, Mass. 

Stewart Iron Works Co., Inc., 18th and Madison 
Sts., Covington, Ky. 


DISPLAY FORMS 


AMERICAN MARVELLE CO., 700 Belinda St., 
Bay City, Mich. 

Anderman Form Co., 1926 S. Wabash Ave., Chi- 
cago, Ill. 

Anglo Display Fixture Co., 209 W. 34th St., New 
York City. 

J. R. Bauman Model Form, Inc., 225 W. 28th St., 
New York City. 

David B. Chambers, 41 W. 35th St., New York 


City. 

Mervyn D. Cohn, 109 New Montgomery St., San 
Francisco, Calif. ‘ 
David A. Coleman Co., 110 Locust St., St. Louis, 

Mo. 
Display Craft Co., 1350 Broadway, New York 


City. 

S. C. Dutch & Son, 733 Main St., Buffalo, N. Y. 
yoke, Mass. 

L. A. Feldman Fixture Co., Inc., 32 W. 32nd St., 
New York City. 

Frankel Display oq Co., Inc., 493 Seventh 
Ave., New York Cit 

M. 3 Co., 751 " Lafayette Ave., Brook- 
lyn, i ° 

D. J. HEAGANY MFG. CO., 1121 W. Washing- 
ton Blvd., Chicago, Ill. 

KEHOE DISPLAY FIXTURE CoO., 541 Market 
St., San Francisco, Calif. 

Milwaukee Form & Wax Figure Co., 70 W. 
Water St., Milwaukee, Wis. 

OC. Display Fixture Co., 47 Broome St., New 
York City. 

Oscar Onken Co., Fourth and Cutter Sts., Cin- 
cinnati, Ohio. 

ae ay Fixture Co., St. Paul Ave, Dayton, 

10. 

Oriental Display Fixture Co., 251 Meserole St., 
Brooklyn, N. Y. 

J. R. Palmenberg’s Sons, Inc., 1412 Broadway, 
New York City. 

Real Art Form & Fixture Co., Inc., 21 W. 3l1st 
St., New York City. 

Rochester Display Fixture Works, 654 South 
Ave.|, Rochester, N. Y. 


SHOW WINDOW EQUIPMENT CO., 80 Boyl- 


ston St., Boston, Mass. 
DISPLAY HEADS—SHOULDER SIZE 
Rich-Craft Studios, Inc., 234° E. Second St., 
Jamestown, N. Y. 


DISPLAY NOVELTIES 
American Tissue Mills, 12 Crescent St., Hol- 
yoke, Mass. 
ANGLO DISPLAY FIXTURE CO., 209 W. 37th 
St., New York City. 
Frederick A. Bohling, 502° W. 44th St., New York 


ity. 


Display Novelty Co., 5401-07 W. Lake St., Chi- 
ah : 
‘C. Dutch & Son, 733 Main St., Buffalo, N. Y. 
Bond: Art Polycraft Studio, Inc., 3152 Reading 
Rd., Cincinnati, Ohio. 
INTERN ATION AL CLEARING HOUSE OF 
. ¥., INC., 303 Fifth Ave., New York City. 
Orient Display Fixture Co., 251 Meserole St., 
Brooklyn, N. Y. 
a Pi Pollinger, 416 Victoria Bldg., St. Louis, 
° 
Pores Die Cutting Co., Inc., 135 W. 17th 
New York City. 
gcse Lens Co., 19 Doat, Buffalo, N. Y. 
J. B. Timberlake *& Sons, 120 Washington Ave. 
E. Jackson, Mich. 


DISPLAY NOVELTIES—LUMINOUS 
A. Strobl, 101 W. 41st St., New York City. 


DISPLAY NOVELTIES—WOOD 


Efficiency Furniture & Mfg. Co., 604 Broadway, 
Bedford, Ohio. 


DISPLAY RACKS 

Cincinnati Show Case & Display Fixture Works, 
232 Main St., Cincinnati, Ohio. 

DAVIS METAL FIXTURE CO., P. O. Box 213, 
Lansing, Mich. : ; 

Display Devices Co., Box 63, Hamilton, Ohio. 

S. C. Dutch & Son, 733 Main St., Buffalo, N. Y. 

L. F. Grammes & Sons, Inc., Jordan and Union 
Sts., Allentown 1, Pa. 

- ie Co., 751 Lafayette Ave., Brook- 


, N. 

, = HEAGANY MFG. CO., 1121 W. Washing- 
ton Blvd., Chicago, Ill. 

Indianapolis Glass Co., 1002-1010 Kentucky Ave., 
Indianapolis, Ind. 

Kehoe Display Fixture Co., 541 Market St., San 
Francisco, Calif. 

M. B. GARMENT RACK MFG. CO., 142 W. 
22nd St., New York City. 

Oscar Onken Co., Fourth and Cutter Sts., Cin- 
cinnati, Ohio. 

Show Window Equipment Co., 80 Boylston St., 
Boston, Mass. 

Sylvan Specialty Shop, 552 W. Lake St., Chi- 
cago, III. 

J. B. ‘Timberlake & Sons, 120 Washington Ave. 
E., Jackson, Mich. 

Upham Sales-Service Co., 170 Summer St., Bos- 
ton, Mass. 


DISPLAY TABLES—REVOLVING 

Artco Advertising, Inc., 1708-14 Ludlow St., 
Philadelphia, Pa. 

Samuel C. Dutch & Son, 733 Main St., Buffalo, 

— Novelad Corp., 250 Park Ave., New York 

it 

Electric Window Salesman Co., 46 Cornhill, 
Boston, Mass. 

Kehoe Display Fixture Co., 541 Market St., San 
Francisco, Calif. 

Perry Adattractor Co., Meridian, Miss. 

Winfield H. Smith, Inc., 120 Eaton St., Spring- 
ville, N. Y. 

Worsham Co., Decatur, III. 


DISPLAY TABLES—WOOD 
Efficiency Furniture & Mfg. Co., 604 Broadway, 
Bedford, Ohio. 


DRAPERIES 
Cae Novelty Co., 43 24th St., New York 


‘C "Dutch & Son, 733 Main St., Buffalo, N. Y. 
Hida Plush Mfg. Co., 36 E. 21st St., New York 


Mckee Textile Co., Inc., 107 W. 48th St., New 
York City. 

Show Window Equipment Co., 80 Boylston St., 
Boston, Mass. 

A. Solomon, 1123 Broadway, New York City. 


DYES . 
Rug-Nu Corp., 231 N. Wells St., Chicago, III. 


ELECTRIC FOUNTAINS 
—— A. Bohling, 502 W. 44th St., New York 
ity. 


ELECTRIC GLASS FRUIT BASKETS 
gL Ayers, 1621 McGregor St., Wichita Falls, 
exas. 


ELECTRIC NOVELTIES 
Presto Products Co., 64 University Place, New 
York City. 
J. B. TIMBERLAKE & SONS, 120 Washington 
Ave. E., Jaskson, Mich. 


FABRICS FOR DISPLAY 
Chromite Novelty Co., 43 W. 24th St., New York 


ity. 
S. M. Hexter & Co., 2212 Superior Ave., Cleve- 
land, Ohio. 
Hudson & Boas, 5 E. 17th St., New York City. 
Hydol Plush Mfg. Co., 36 E. 21st St., New York 
City. 
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HY-SIL MFG. CO., Revere, Mass. 


Maharam Textile Co., Inc., 107 W. 48th St., New 
ae City. 
Mendelsohn Co., 112-118 W. 44th St., New 


Bk City. 
SHOW WINDOW EQUIPMENT CO., 80 Boyl- 
ston St., Boston, Mass. 
Mendelsohn’s Textile Corp., 156 W. 45th St., 
New York City. 
A. Solomon, 1123 Broadway, New York City. 
Don C. Stephenson, Warren at Genesee St., 
Saginaw, Mich. 


FISH AND ALLIGATORS (STUFFED) . 
jos. FLEISHMAN, 1105 Franklin St., Tampa, 
Fila. 


FLAGS 
Annin & Co., 85 Fifth. Ave., New York City. 
D. C. Humphreys Co., 909 Filbert St., Philadel- 
phia, Pa. 
Weeks-Howe-Emerson Co., 90 Market St., 
Francisco, Calif. 


FLASHER DISPLAYS 
PERFECTION SLIDE & PICTURES CORP., 
78 Fifth Ave., New York City. 


FLOOD LIGHTS 


San 


AMERICAN APPLIANCE CO., -INC., 317 
Church St., N., Kalamazoo, Mich. 
Frederick A. Bohling, 502 W. 44th St., New York 


City. 

CURTIS LIGHTING, INC., 
Blvd., Chicago, Ill. 

Display Stage Lighting Co., New York City. 

Dutch & Son, 733 Main St., Buffalo, N. Y. 

Pink Co... 259 Tenth Ave., New York City. 

LIGHTING SPECIALTIES Co., 1613 E. New 
York Ave.. Brooklyn, N. Y. 

Charles I. Newton, 244 W. 14th St., New York 
City. 

Perfection Co., 406 S. Franklin St., Chicago, II]: 

Reflector & Illuminating Co., 1401 Jackson Blvd., 
Chicago, II. 

Royal Lighting poets Co., 1048 Rogers Ave., 
Brooklyn, N 

Show Window RDS Co., 80 Boylston St., 
Boston, Mass. 

Don C. Stephenson, Warren at Genesee Ave., 
Saginaw, Mich. 

SUN-RAY LIGHTING PRODUCTS, INC., 119 
Lafayette St., New York City. 

Kliegl Bros., 321 W. 50th St., New York City. 


FLOOR BLOCKS 
Adler-Jones Co., 651 S. Wells St., Chicago, III. 
Oriental Display Fixture Co., 251 Meserole St., 


119 N. 


1119 W. Jackson 


Brooklyn, N. Y. 
Peoria Display Co., 
Peoria, Ill. 


FRAMES—ADVERTISING 
REGENT SPECIALTIES, INC., 268 Lyell Ave., 
Rochester, N. Y. 


FURNITURE FOR SHOW WINDOWS 
Arteco Advertising, Inc., 1708-14 Ludlow St., 
Philadelphia, Pa. 
Detroit Rack Co., 2536 14th Ave., Detroit, Mich. 
Kehoe Display Fixture Co., 541 Market St., San 
Francisco, Calif. 
Oriental tee “eS Fixture Co., 251 Meserole St., 
Brooklyn, N. 


Washington St., 


; GARMENT HANGERS 
aie. A. Coleman Co., 110 Locust St., 
9 
Dutch & Son, 733 Main St., Buffalo, N. Y. 
D. . HEAGANY MFG. Cco., 1121 W. Washing- 
ton Blvd., Chicago, IIl. 
Kehoe Display Fixture Co., 541 Market St., 
Francisco, Calif. 


GLASS FRUIT 
Ayers, 1621 McGregor St., 


St. Louis, 


San 


A. W. 
Texas. 


Wichita Falls, 


INKS—LETTERING 


—— Automatic Lettering Pen Co., Pontiac, 
ich 
LAMP COLORING 
" sderick A. Bohling, 502 W. 44th St., New 
York City. 
— mk piace 131 Third Place B, Brook- 
yn 
LAMPS—MARBLE 
Rapaport Bros., 701 W. Ohio St., Chicago, III. 


LETTERING BRUSHES 
Becker Sign Supply Co., Baltimore and Front 
Sts., Baltimore, Md. 
Dick Blick Co., Galesburg, III. 
Bert L, Daily, 126-30 E. Third St., Dayton, Ohio. 
es Mayer & Co., 25 E. 14th ’St., New York 


Studio Ante Saris Co., 13 N. 13th St., Phila- 
delphia, Pa. 





Geo. E. Watson Co., 164 W. Lake St., Chi- 
cago, Ill 


LETTERING PENS 
Bridgeport Pen Co., 230 John St., Bridgeport, 
Bert L. Daily, 126-30 E. Third St., Dayton, Ohio. 
Esterbrook Steel Pen Mfg. Co., 10 Cooper St., 
Camden, N. J. 
JOSEPH ‘MAYER & CO., 25 E. 14th St., New 
York City. 
— Automatic Lettering Pen Co., Pontiac, 
ich. 


LIGHTING FIXTURES—STORE 
Frederick Fg Bohling, 502 W. 44th St., 


York Cit 
CURTIS LIGHTING, INC., 1119 W. Jackson 
HARCOURT-CADLEY CO., 200 Fifth Ave., New 


New 


Blvd., Chicago, Ill. 


York City. 
LIGHTING SPECIALTIES CO., 1613 E.. New 
York Ave., Brooklyn, N. 


Silvray Co., Inc., 55 W. 16th St., New York City. 

Stewart Iron Works Co., Inc., 18th and Madi- 
son, Covington, Ky 

Sun-Ray Lighting Products Inc., 119 Lafayette 
St., New York Cit 

Voigt Co., 1743-49 N. *i2th St., Philadelphia, Pa. 

LITHOGRAPHED DISPLAYS 

American Colortype Co., 1151 Roscoe St., Chi- 
cago, Ill.; 207 W. 25th St., New York City. 

Artco Advertising, Inc., 1708-14 Ludlow St., 
Philadelphia, Pa. 

Conwell Graphic Co., Inc., 461 Eighth Ave., 
New York City. 

Dealers’ Sign & Display Corp., 
New York City. 

Einson-Freeman, 511 E. 72nd St., 
York City. 

L .F. Grammes & Sons, Inc., Jordan and Union 
Sts., Allentown, Pa. 

Karle Lithographic Co. .» 444 Central Ave., Roch- 
ester, N. 

Lake Lithograph Co., 2530 Superior Ave., Cleve- 

New 


land, Ohio. 
34th St., 
18th St., 


1400 Broadway, 


Inc., New 


Munro & Harford Co., 460 W. 
York City. 
Neumann Display Service, Inc., 124 W. 


New York City. 
700 W. Washington St., In- 


Oval & Koster, 
dianapolis, Ind. 
i Litho. Co., 458 Fourth St., Milwaukee, 


Sales & Co., Inc., 460 W. 34th St., New York 
City 
United States Printing & Litho. Co., 93 N. 


Third St., Brooklyn, N. Y 


LUMINOUS PRODUCTS 
A. STROBL, 101 W. 4ist St., New York City. 


MAT BOARD 
Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, IIl. 
Bert L. Daily, 126-30 E. Third St., Dayton, Ohio. 
Hurlock Bros. Co., Inc., 3436-38 Market St., 
Philadelphia, Pa. 
Jones” Mayer & Co., 25 E. 14th St., 


ity. 
NATIONAL CARD, MAT & BOARD CO., 4318 
Carroll Ave., Chicago, Ill. 
NATIONAL DISPLAY CARD CO., Inc., 124 
W. 18th St., New York City. 


MECHANICAL DISPLAYS 
Ivel Displays, Inc., 244 W. 49th St., New York 


ity 


New York 


Progressive Die Cutting Co., Inc., 135 W. 17th 
New York City. 
Smith Hecht Co., 546 S. Meridian St., Indianap- 


olis, Ind. 
Specialty Adv. Device Co., 1101 S. Third St., 
Evansville, Ind. 


MECHANICAL MECHANISM 


Specialty Adv. Device Co., 1101 S. Third St., 
Evansville, Ind. 


MECHANICAL FIGURES 


J. H. Blecher Wax Figure Studios, 1036 Beau- 
bien, Detroit, Mich. 

F. S. Hermann, 7223-5 State Road, Tacony, 
Philadelphia, Pa. 

Kehoe Display Fixture Co., 541 Market St., 
Francisco, Calif. 


San 


MIRRORS 
Detroit Rack Co., 2536 14th Ave., New York 


City. 

S. C. Dutch & Son, 733 Main St., Buffalo, N. Y. 

H. M. Hooker Glass & Paint Co., 651-659 W. 
Washington Blvd., Chicago, III. 

Indianapolis Glass Co., 1002-1010 Kentucky Ave., 
Indianapolis, Ind. 

Kehoe Display ee Co., 541 Market St., 
Francisco, Calif 

Oriental 9K Fixture Co., 251 Meserole St., 
Brooklyn, N. Y 


San 





Show Window Equipment Co., 80 Boylston Se. 
Boston, Mass. 

Stewart Iron Works Co., Inc., 18th and Madi- 
son, Covington, Ky. 


MODEL DISPLAYS 
Martin Jenter Artcrafts, 185 S. Columbus Ave., 
Mt. Vernon, N. Y. 
MacLEOD STUDIOS, 306 E. 26th St., New York 
City. 
MOTION DISPLAYS 


Action Advertising Displays, Inc., 233 W. 42nd 
St., New York City. 


Davis Bulletin Co., Inc., Lock St., Buffalo, 
Electro ‘Novelad Corp., 250 Park Ave., New York 
ity. ¥ 
Ivel Displays, Inc., 244 W. 49th St., New York 


City 

Ratenietacbil Display Studios, 253 W. 47th St., 
New York City. 

Motion Publicity, Inc., 400 River St. 
Cross St., Ypsilanti, Mich. 

'Perry Adattractor Co., Meridian, Miss. 


MOTION PICTURE DISPLAYS 
Bausch & Lomb Optical Co., 635 St. Paul St., 
Rochester, N. Y. 


corner 


Progressive Die Cutting Co., Inc., 135 W. 17th 
St., New York City ‘ 
Spencer Lens Co. , 19 Doat, Buffalo, N. Y. 
NATURAL PREPARED FOLIAGE 

Adler-Jones Co., 649 S. Wells St., Chicago, Il. 


AIKEN DECORATIVE ¢o- Bloomfield, Ind. 

Kervan Co., 119 W. 28th S *New York City. 

Select Artificial Flower v4 250 W. 47th St., 
New York City. 


ORNAMENTS—PAPIER MACHE 
Old King Cole, Inc., Canton, Ohio. 
Show Window Equipment Co., 80 Boylston St., 
Boston, Mass. 


ORNAMENTS—COMPOSITION 
Show Window Equipment Co., 80 Boylston St., 
Boston, Mass. 


Voigt Co., 1743-49 N. 12th St., Philadelphia, Pa. 
ORNAMENTS—WOOD 
Artco Advertising, Inc., 1708-14 Ludlow St., 


Philadelphia, Pa. 

Klise Mfg. Co., 50 Cottage Grove St., 
Grand Rapids, Mich. 

Oriental Display Fixture Co., 251 Meserole St., 
Brooklyn, N. 

Ornamental W ood Products Co., Detroit, Mich. 


OIL AND WATER SEPARATORS 


Simons Paint Spray Brush Co., 1106 Grafton 
Ave., Dayton, Ohio. 


PAPIER MACHE DECORATIONS 


S.: W., 


American Sculpture Co., 20 E. 42nd St., New 
York City. 
Artco Advertising, Inc., 1708-14 Ludlow St., 


Philadelphia, Pa. 
x S. Hermann, 

Philadelphia, Pa. , 
Old King Cole, Inc., Canton, Ohio. 


PAPIER MACHE FIGURES 


INTERNATIONAL CLEARING HOUSE OF 
NEW YORK, Inc., 303 Fifth Ave., New York 
City. 


7223-5 State Road, Tacony, 


PAPIER MACHE FORMS 


AMERICAN MARVELLE CoO., 700 Belinda St., 
Bay City, Mich. 

J. R. Palmenberg’s Sons, Inc., 
New York City. 

Klee Display Fixture Co., 174 
Rochester, N. Y. 

D. J. HEAGANY MFG. CO., 1121 W. Washing- 
ton Blvd., Chicago, Ill 


PARADE DECORATIONS 


American Tissue Mills, 12 Crescent St., Hol- 
yoke, Mass. 

American Merri Lei Corp., 24 E. 22nd St., 
York City. 

Cleveland Artificial Flower Co., 1344 Prospect 
Ave., Cleveland, Ohio. 

HY-SIL MFG. CO., Revere, Mass. 


PENNANTS 


1412 Broadway, 


Atlantic Ave., 


New 


American Merri Lei Corp., 24 E. 22nd St., New 
York City. 

Camdeh Artcraft Co., 160 N. Wells St., Chi- 
cago, Ill. 

H. bn a Printing, 869-71 Main St., Buf- 


falo, N 


PHOTO ENLARGEMENTS 
Ullman Mfg. Co., Van Alst Ave. cor. 14th St., 
Long Island City, N. Y. 
Wuttge Studio, 555 Third Ave., New York City. 
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PLAQUES 
American Sculpture Co., 20 W. 42nd St., New 
York City. 
Craft Studios Co., New London, Ohio. 
Good-Art Polycraft Studio, Inc., 3152 Reading 
Road, Cincinnati, Ohio. 
MacLEOD STUDIOS, 306 E. 26th St., New York 


City. 
Old King Cole, Inc., Canton, Ohio. 
P. J. Osborne, Inc., Osborne Bldg., Holland, 


Mich. 

Rich-Craft un Inc., 234 E. Second St., 
Jamestown, N. 

Show Window fed hiasie Co., 80 Boylston St., 
Boston, Mass. 

Voigt Co., 1743 N. 12th St., Philadelphia, Pa. 


PLASTIC MATERIALS 

Cornell Wood Products Co., 190 N. State St., 
Chicago, IIl. 

Craftex Co., 37-39 Antwerp St., Brighton Station, 
Boston, Mass. 

GOOD-ART POLYCRAFT STUDIO, Inc., 3152 
Reading Road, Cincinnati, Ohio. 

U. S. Gypsum Co., 205 W. Monroe St., Chi- 
cago, Ill. 

PLUSHE 

SAMUEL C. DUTCH & SON, 733 Main St., 
Buffalo, N. Y. 

Maharam Textile Co., Inc., 107 W. 48th St., 
New York City. 

H. D. Mendelsohn Co., 112-118 W. 44th St., New 
York Cit 

Mendatenn’s Textile Corp., 156 W. 45th St., 
New York Cit 

SHOW WINDOW EQUIPMENT CO., 80 Boyls- 
ton St., Boston, Mass. 


IMITATION PLUSH 
Hudson & Boas, 5 E. 17th St., New York City. 


PLASTIC ART 
F. S. Herrmann, 7223-5 State Road, Tacony, 
Philadelpia, Pa. 


POLYCHROME SUPPLIES 


GOOD-ART POLYCRAFT STUDIO, Inc., 3152 
Reading Road, Cincinnati, Ohi lo. 


POSTERS 
Artco Advertising, ‘Inc., 1708-14 Ludlow St., 
Philadelphia, Pa. 
i A. Coleman Co., 110 Locust St., St. Louis, 
Mo. 


i Bulletin Co., Inc., Lock St., Buffalo, 


Ivel Displays, Inc., 244 W. 49th St., New York 

Nat. Adv. Service, Inc., 2947- Lyndale Ave., 
South Minneapolis, Minn. 

Nat. Display say Co., Inc., 124 W. 18th St., 
New York Cit 

Oval & eaine, “700 W. Washington St., In- 
dianapolis, Ind. 


Peoria Display Co., 119 N. Washington St., 
Peoria, IIl. 

Perfection Co., 406 S. Franklin St., Chicago, III. 

~ — ‘Pollack Printing, 869-71 Main St., Buf- 
alo, } é 

Potomac Mfg. Co., 314 S. Tenth St., Philadel- 
phia, Pa. 

ULLMAN MFG. Co., Van ?_ Ave. corner 
14th St., Long Island City, N. 

United States Printing & me Ons 93 N. 
Third St., Brooklyn, N. Y. 


POSTER DISPLAY STANDS 


a Displays, Inc., 23 E. 22nd St., New York 
ity. 


PRESERVED FERNS AND PLANTS 


Artistic Plant Preserving Co., 2125 Bush St., 
San Francisco, Calif. 


PRICE TICKETS 
Artco Advertising, Inc., 1708-14 Ludlow St., 
Philadelphia, Pa. 
Hurlock Bros. Co., -Inc., 3436-38 Market St., 
Philadelphia, Pa. 
oh Displays, Inc., 244 W. 49th St., New York 


H. Wm. Pollack Printing, 869-71 Main St., Buf- 
falo, N. Y. 

Show Window Equipment Co., 80 Boylston St., 
Boston, Mass. 


PROJECTING MACHINE 


Bausch & Lomb Optical Co., 635 St. Paul, St., 
Rochester, N. Y. 


REFINISHING METAL FIXTURES 
S. C. Dutch & Son, 733 Main St., Buffalo, N. Y. 
Kehoe Display Fixture Co., 541 Market St., 
San Francisco, Calif. 
Newman Mfg. Co., 416 Elm St., Cincinnati, Ohio. 
re Palmenberg’s Sons, Inc., - 1412 Broadway, 
New York City. 


REFINISHING WOOD FIXTURES 


S. C. Dutch & Son, 733 Main St., Buffalo, N. Y. 

KEHOE DISPLAY FIXTURE CO., 541 Market 
St., San Francisco, Calif. 

Oriental Display Fixture Co., 251 Meserole St., 
Brooklyn, N. Y. 


REFLECTORS—SHOW CASE 


gig poe ig Poe A. Bohling, 502 W. 44th St., New 

or 

CURTIS LIGHTING, Inc., 1119 W. Jackson 
Blvd., Chicago, Ill. 

Detroit Show Case Co., 1670 W. Fort St., De- 
troit, Mich. 

Frink Co., 235 Tenth Ave., New York City. 
Reflector & Illuminating Co., 1401 Jackson 
Blvd., Chicago, I1l. 


REFLECTORS—WINDOW 


Prateek A. Bohling, 502 W. 44th St., New 

ork City. 

CURTIS LIGHTING, Inc., 1119 W. Jackson 
Blvd., Chicago, Ill. 

ae Os Dutch & Son, 733 Main St., Buffalo, N. Y. 

Frink Co., 235 Tenth Ave., New York City. 

LIGHTING yo oe nag al Co., 1613 E. New 
York Ave., Brooklyn, N. 

Reflector & Illuminating ai 1401 Jackson 
Blvd., Chicago, Ill. 

Royal Lighting Products Co., 1048 Rogers Ave., 
Brooklyn, N. Y. 

Show Window Equipment Co., 80 Boylston St., 
Boston, Mass. 

SUN-RAY LIGHTING PRODUCTS, Inc., 119 
Lafayette St., New York City. 


ROPINGS AND GARLANDS 


AMERICAN MERRI LEI CORP., 24 E. 22nd 
St., New York City. 


SCHOOLS—CARD WRITING 


A. C. School of Lettering, 431 N. Clark St.. 
Chicago, Ill. 

Botts Business College, Guthrie, Okla. 

Detroit eon of Lettering, 155,Stimson Ave., 
Detroit, Mic 

KOESTER SCHOOL, 314 S. Franklin St., Chi- 
cago, Ill. 

Nat. Adv. Service, Inc., 2947 Lyndale Ave., 
South Minneapolis, Minn. 

Smeby School, 736 E. Lake St., Minneapolis, 
Minn. ; 


SCHOOLS—WINDOW DECORATING 


KOESTER SCHOOL, 314 S. Franklin St., Chi- 
cago, Ill. 

Smeby School, 736 E. Lake St., Minneapolis, 
Minn. 


SCREEN PROCESS DISPLAYS 


American Colortype Co., 1151 Roscoe St., Chi- 
cago, Ill.; 207 W. 25th St., New York City. 

Art Guild, 250 W. 54th St., New York City. 

Chromite Novelty Co., 43 W. 24th St., New York 


City. 
David A. Coleman Co., 110 Locust St., St. Louis, 


Mo. 
Davis Bulletin Co., Inc., Lock St., Buffalo, N. Y. 
+: ae Studio, 804 Ninth Ave., New York 


Cit 

= tanta: Inc., 244 W. 49th St., New York 
ity. 

Martin Jenter Artcrafts, 185 S. Columbus Ave., 
Mt. Vernon, N. 

Lake Lithograph Co., 2530 Superior Ave., Cleve- 
an 

Lane Bros., Inc., 2941 W. Lake St., Chicago, [11]. 

NAZ-DAR CO., 3011 Montrose Ave., Chi- 
cago, Ill. 

Newmann Display ~— Inc., 124 W. 18th 
St., New York Cit 

Peoria Display Co., 119 N. Washington St., 
Peoria, Ill. 

Show Window Equipment Co., 80 Boylston St., 
Boston, Mass. 


SHOW CARD COLORS 
American Crayon Co., Sandusky, Ohio. 
Becker Sign Supply Co., Baltimore and Front 
Sts., Baltimore, Md. 
oe Pen Co., 239 John St., Bridgeport, 
onn 
Bert L. Daily, 126-30 E. Third St., Dayton, Ohio. 
——_ Mayer & Co., 25 E. 14th St., New York 


ity. 
NAZ-DAR CO., 3011 Montrose Ave., Chicago, IIl. 
Studio Art Supply Co., 13 N. 13th St., Phila- 
delphia, Pa. 
Geo. E. Watson Co., 164 W. Lake St., Chi- 
cago, 


SHOW CARD COLORS LUMINOUS 
A. Strobl, 101 W. 41st St., New York City. 


SHOW CARD PRINTING OUTFITS 


Line-O-Scribe, Inc., Adrian, Mich. 
Sewah Studios, 107 Gilman Ave., Marietta, Ohio. 


SHOW CARDS 
Blue Bird Studio, 2050 Amsterdam Ave., New 
‘York City. 
Co arene Inc., 1440 Broadway, New York 


David A. Coleman Co., 110 Locust St., St. Louis, 


ae Bros. Co., Inc., 3436-38 Market St., 
Philadelphia, Pa. 
= nes Inc., 244 W. 49th St., New York 


Senate Mayer & Co., 25 E. 14th St., New York 
Ci 


t 

Persaene Mfg. Co., 314 S. Tenth St., Philadel- 
phia, Pa. 

Show Window Equipment Co., 80 Boylston St., 
Boston, Mass. 

ULLMAN MFG. CO., Van Pye t Ave. corner 14th 
St., Long Island City, N i 

United States Printing & Titho. Co., 93 N. 
Third St., Brooklyn, N. Y. 

Worsham Service, Decatur, III. 


SHOW CARD SERVICE 

A. C. School of Lettering, 431 N. Clark St., 
Chicago, Ill. 

Artco Advertising, Inc., 1708-14 Ludlow St., 
Philadelphia, Pa. 

Berry Studios, 408 Stockton St., San Francisco, 
Calif. 

Card Display, Inc., 1440 Broadway, New York 
City. 

Nat. ” ae. Service, Inc., 2947 Lyndale Ave., 
South Minneapolis, Minn. 

Worsham Service, Decatur, Ill. 


SHOW CARD SUPPLIES 
Becker Sign Supply Co., Baltimore and Front 
Sts., Baltimore, Md. 
Dick Blick Co., Galesburg, Ill. 

Bert L. Daily, 126-30 E. Third St., Dayton, Ohio. 
JOSEPH MAYER & CO., 25 E. 14th St., New 
York City. : 
Studio Art Supply Co., 13 N. 13th St., Phila- 

delphia, Pa 


SHOW CASES 

Cincinnati Show Case & Display Fixture Works, 
232 Main St., Cincinnati, Ohio. 

Detroit Show Case Co., 1670 W. Fort St., De- 
troit, Mich. 

Ellis ¢. & ah , Inc., 22nd and DeBree Ave., Nor- 
fol 

Quincy ‘Show Case Works, Quincy, III. 
A. N. Russell & Sons Co., 165 W. Main St., 
Ilion, N. Y. 

Show Window Equipment Co., 80 Boylston St., 
Boston, Mass, 


SHOW WINDOW LIGHTING 

Frederick A. Bohling, 502 W. 44th St., New 
York City. 

Frink Co., 235 Tenth Ave., New York City. 

arn ig Reflector Co., 304 Ross St., Pitts- 
burg 

CURTIS LIGHTING, INC., 1119 W. Jackson 
Blvd., Chicago, I1l. 

Lighting Specialties Co., 1613 E. New York 
Ave., Brooklyn, N. Y. 

Reflector & Illuminating Co., 1401 Jackson 
Blvd., Chicago, Ill. 

Silvray Co., Inc., 55 W. 16th St., New York 


Cit 
Sun- ay Lighting Products, 119 Lafayette St., 
New York City. 


SIGNS—CHANGEABLE 
— Advertising a Inc., 233 W. 42nd 
New York Cit 

en Pe & Lomb Ontical Co., 635 St. Paul St., 
Rochester, N. Y 

ag caged oe Co., 628 Woodbury Rd., Glen- 
ale, i 

H. P. Maughlin Co., 953 Ingleside Ave., Co- 
lumbus, Ohio. 

Motion Publicity, Inc., 400 River St., corner 
Cross St., Ypsilanti, Mich. 

NATIONAL DISPLAY CARD CO., Inc., 124 
W. 18th St., New York City. ‘ 

Newman Mfg. Co., 416-422 Elm St., Cincinnati, 


Ohio. 

Sewah Studios, 107 Gilman Ave., Marietta, Ohio. 

Tablet & Ticket Co., 1021 W. Adams St., Chi- 
cago, Ill. 

Vanleer Products Corp., 254 W. 31st St., New 
York City. 


SIGNS—DIRECTORY 
Davenport-Taylor Mfg. Co., 412 Orleans St., 
Chicago, Ill. 
H. P. Maughlin Co., 953 Ingleside Ave.,-Colum- 
bus, Ohio. 
Newman Mfg. Co., 416-422 Elm St., Cincinnati, 


Ohio. 
Tablet & Ticket Co., 1021 W. Adams St., Chi- 
cago, Ill 


: SIGNS—ELECTRIC 
Frederick A. Bohling, 502 W. 44th St., New 
York City. 
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Dealers’ Sign & Display Corp., 1400 Broadway, 
New York City. 

Presto =a Co., 64 University Place, New 
York Cit 

Smith Hecht Co., 546 S. Meridian St., 
olis, Ind. 

Vanleer Same Corp., 254 W. 31st St., 
York Cit 

Voigt Co., ‘743 N. 12th St., Philadelphia, Pa. 


SIGNS—GLASS 

Advertisers Sign & Display Co., 1400 Broadway, 
New York City. 

Dealers’ Sign & Display Corp., 1400 Broadway, 
New York City. 

Premier Art Works, Ross St. 
Brooklyn, N. 

Rawson & Evans ‘Cex, 713 W. Washington Blvd., 
Chicago, II. 


SIGNS—ILLUMINATED 

Motion Publicity, Inc., 400 River St. 
Cross St., Ypsilanti, Mich. 

Rawson & Evans Co., 713 W. Washington Blvd., 
Chicago, Ill. 

Smith a Co., 546 Meridian St., 
olis, Ind. 

Voigt Co., 1743-49 12th St., N., Philadelphia, Pa. 

SIGNS—BRASS AND BRONZE 

Art in Bronze Co., Inc., 1621 E. 41st St., 
land, Ohio. 

Davenport-Taylor Mfg. Co., 412 Orleans St., 
ee ii: 
F. Grammes & Sons, Inc., Jordan and Union 
ae ., Allentown 1, Pa. 

D. C. Humphreys "Co., 909 Filbert St., Phila- 
delphia, Pa. 

Newman Mfg. Co., 416 Elm St., Cincinnati, Ohio. 

PREMIER ART *WORKS, Ross St. and Kent 
Ave., Brooklyn, N. Y. 

Wuttge Studio, 555 Third Ave., New York City. 


SIGNS—WOOD 
133 W. Washington St., Chi- 


Indianap- 


New 


and Kent Ave., 


corner 


Indianap- 


Cleve- 


Meyercord Co., 
cago, Ill. 

Premier Art Works, Ross St. 
Brooklyn, N. Y. 

Spanjer Bros., Newark, N. J. 


SIGNS—STOCK MUSLIN 
Lane Bros., 2941 W. Lake St., Chicago, III. 


SPOTLIGHTS 
Frederick i Bohling, 502 W. 44th St., New 


York Cit 
CURTIS LIGHTING, 1119 W. Jackson 
Buffalo, N. Y. 


¢ ae Chicago, Ill. 

c. Dutch & Son, 733 Main St., : 
Prick Co., 235 Tenth Ave., New York City. 
LIGHTING SPECIALTIES CO., 1613 E. New 

York Ave., Brooklyn, N. Y. 
Pittsburgh Reflector Co., 304 Ross St., 

burgh, Pa. 

Reflector & Illuminating Co., 1401 Jackson 

Blvd., Chicago, III. 

Rosco Laboratories, 131 Third Place, B, Brook- 

lyn, N. 

Royal Lighting Products Co., 1048 Rogers Ave., 

Brooklyn, N. Y. 

Show _—, Equipment Co., 80 Boylston St., 

Boston, Mas 
SUN-RAY LIGHTING PRODUCTS, Inc., 119 

Lafayette St., New York City. 


STATUARY 
Rapaport Bros., 701 W. Ohio St., Chicago, III. 


SCREENS—LEATHER DECORATED 
Roman Art Screen Co., Inc., 414 Madison Ave., 
New York City. 


SHADES—PARCHMENT 
Rapaport Bros., 701 W. Ohio St., Chicago, III. 


SILK SCREEN PROCESS SUPPLIES 
NAZ-DAR CO., 3011 Montrose Ave., Chicago, Ill. 


. SPRAY BRUSHES 
Simons Paint Spray Brush Co., 
Ave., Dayton, Ohio. 


STENCIL CUTTERS 
Bert L. Daily, 126-30 E. Third St., Dayton, Ohio. 
International Register Co., 13 “ Throop St., 
Chicago, Ill. 


; STENCIL BRUSHES 
Simons Paint Spray Brush Co., 1106 Grafton 
Ave., Dayton, Ohio. 


STENCIL SILK 
NAZ-DAR CO., 3011 Montrose Ave.,Chicago, Ill. 


STORE EQUIPMENT 
Quincy Show Case Works, Quincy, III. 


and Kent Ave., 


Inc., 


Pitts- 


1106 Grafton 


STANDS FOR DOLLS ~~ 
Butler Doll-Stand Co., 208 South East Ave., 
Qak Park, Ill. 





STORE FIXTURES 
Detroit Show Case Co., 1670 W. Fort St., De- 


troit, Mich. 
22nd and DeBree Ave., 


Elliot & Co., Inc., 
1121 W. Wash- 


Norfolk, Va. 
D. J. HEAGANY MFG. CO., 
ington St., Chicago, Ill. 
International Clearing House of New York, 
Inc., 303 Fifth Ave., New York City. 
Lansha Studios, 208 E. 47th St., New York City. 


A. N. Russell & Sons Co., 165 W. Main St., 
Ilion, N. Y. 

Sylvan Specialty Shop, 552 W. Lake St., Chi- 
cago, : 

STORE FRONTS 

Brasco Mfg. Co., 5025 Wabash Ave., Chi- 
cago, Ill. 

Detroit Show Case Co., 1670 W. Fort St., De- 
troit, Mich. 

Elliot & Co., Inc., 22nd and DeBree Ave., 
Norfolk, Va. 

Kawneer Co., Niles, Mich- 

TAPESTRIES 


H. M. Hooker Glass & Paint Co., 651 W. Wash- 


ington Blvd., Chicago, Ill. 
— STUDIOS, 306 E. 26th St., New York 
ty. 





YOUR BUYING GUIDE 


This complete trade directory is a con- 
tribution of DISPLAY WORLD to the 
concerns engaged in the display industry. 
It was compiled from questionnaires sent 
to every known factor in the manufac- 
ture and distribution of display equip- 
ment. Only those concerns are listed 
which returned the questionnaire sent 
them, and the publishers assume no re- 
sponsibility for omissions or errors. The 
directory, however, was carefully com- 
piled and is undoubtedly one of the most 
authoritative lists of its kind ever pre- 
sented to the display field. All the con- 
cerns listed are interested in serving the 
needs of the display field, and it is sug- 
gested that the DISPLAY WORLD be 
mentioned in writing to any of them. 


USE THIS TRADE DIRECTORY 
IT WAS COMPILED FOR YOUR 
BENEFIT 











TIME SWITCHES 


Albert & J. M. Anderson Mfg. Co., 289-295 A 
St., Boston, Mass. 
Frederick A. Bohling, 502 W. 44th St., New 


York City. 

R. W. yng & Co., Inc., 136 Liberty St., 
York Cit 

Presto a Co., 64 University Place, New 
York City. 

TORE CO., Inc., 12 E. 4ist St., New York City. 


TURN TABLES 
Artco Advertising, Inc., 1708-14 Ludlow St., 
Philadelphia, Pa. 
SAMUEL C. DUTCH & SON, 733 Main St., 


New 


Buffalo, N. Y. 

Electro Novelad Corp., 250 Park Ave., New 
York City. . 

Electric Window Salesman Co., 46 Cornhill, 


Boston, Mass. 
—- Display Card Co., Inc., 124 W. 18th 
New York City. 
Winkeld 1 H. Smith, Tow. .» 120 Eaton St., 
ville, N. 
Specialty pm Device Co., 1101 S. Third St., 
Evansville, Ind. 


VACUUM PUMPS 
Mayer Mfg. Corp., 1436 W. Randolph St., Chi- 


Spring- 


cago, 
VALANCES 
American Tissue Mills, 12 Crescent St., Hol- 
yoke, Mass. 


Anglo Display Fixture Co., 209 W. 37th St., 


New York City. 
Artco Advertising, 1708-14 Ludlow St., 


Philadelphia, Pa. 


Inc., 


’ Bryan’s, Inc., 423 S. Fourth, Louisville, Ky. 


Camden Art Craft Co., 160 N. Wells St., Chi- 
cago, Ill. 
= B. Chambers, 41 W. 35th St., New York 


Clotinad Decorative om 118 E. St. Clair 
Ave., Cleveland, 

SAMUEL C. DUTCH. & SON, ‘733 Main St., 
Buffalo, N. Y. 

Klee Display Fixture _ Inc., 172 Atlantic 
Ave., Rochester, 





A. Rosenbaum, 144 N. Tenth St., Philadel- 
phia, Pa. 

Karl L. B. Roth, 212 E. Crawford, Findlay, Ohio. 

SHOW WINDOW EQUIPMENT CO., 80 Boyls- 
ton St., Boston, Mass. 

Don C. Stephenson, Warren at Genesee Ave., 
Saginaw, Mich.. 

Window Decorative Works, 10-12 S. Greene St., 
Baltimore, Md. 


VALANCES—WOOD 
GOOD-ART POLYCRAFT STUDIOS, 3152 
Reading Road, Cincinnati, Ohio. 
Klee Display Fixture Co., 174 Atlantic Ave., 
Rochester, N. Y. 


VASES 

AMERICAN MARVELLE CO., 700 Belinda St., 
Bay City, Mich. 

S. C. Dutch & Son, 733 Main St., Buffalo, N. Y. 

Old King Cole, Inc., Canton, Ohio. 

Show Window Equipment Co., 80 Boylston St., 
Boston, Mass. 

Silvestri Art Mfg. Co., 1031 Orleans St., Chi- 
cago, Ill 


VELOURS , 
Camden Art Craft Co., 160 N. Wells St., Chi- 
cago, III. 
S. C. Dutch & Son, 733 Main St., Buffalo, N. Y. 
Hurlock Bros. Co., Inc., 3436- 38 Market St., 
Philadelphia, Pa. 


Hydol Plush Mfg. Co., 36 E. 2lIst St., New 
York City. 
H. D. Mendelsohn Co., 112-118 W. 44th St., New 


York City. 
Karl L. B. Roth, 212 E. Crawford, Findlay, Ohio. 
Show Window Equipment Co., 80 Boylston St., 
Boston, Mass. 
A. Solomon, 1123 Broadway, New York City. 


VELOUR COVERED ROPE 
D. C. HUMPHREYS Co0., 909 Filbert St., Phila- 
delphia, Pa. 


WALL BOARD 
Cornell Wood Products Co., 190 N. State St., 
Chicago, Ill. 


Hurlock Bros. Co., Inc., 3436-38 Market St., 
Philadelphia, Pa. 
Plastergon Wall 196 Philadelphia 


Board Co., 
Ave., Buffalo, N. Y. 

U. S. Gypsum Co., 205 W. Monroe St., Chi- 
cago, Ill. 


WAX FIGURES 


Barlow-Kimnet Co., Inc., 515 Seventh Ave., New 
York City. 

Mervyn D. Cohn, 109 New Montgomery St., 
San Francisco, Calif. 

Curtis Leger Fixture Co., 235 Jackson Blvd., 
Chicago, Ill. 

SAMUEL C. DUTCH & SON, 733 Main St., 
Buffalo, N. Y. 

INTERNATIONAL CLEARING HOUSE OF 
— YORK, Inc., 303 Fifth Ave., New York 


ity. 
. KEHOE DISPLAY FIXTURE CO., 541 Market 


St., San Francisco, Calif 

Milwaukee Form & Wax Figure Co., 
Water St., Milwaukee, Wis. 

J. R. Palmenberg’s Sons, Inc., 1412 Broadway, 
New York City. 

Trutulife Wax Products Co., 29 Erie St., Mil- 
waukee, Wis. 


WAX FIGURE REPAIRS 

J. H. Blecher Wax Figure Studios, 1036 Beau- 
bien, Detroit, Mich. 

I. L. Bradford & Co., 178 W. Jackson Blvd., 
Chicago, Ill. 

S. C. Dutch & Son, 733 Main St., Buffalo, N. Y. 

Trutulife Wax Products Co., 29 Erie St., Mil- 
waukee, Wis. 


WICKERWARE 
Select Artificial Flower Co., 250 W. 47th St., 
New York City. 


WINDOW BACKGROUND SERVICE 


70 W. 


Berry Studios, 408 Stockton St., San Fran- 
cisco, Cal. 
David A. Coleman Co., 110 Locust St., St. Louis, 


Mo. 
MacLEOD STUDIOS, 306 E. 26th St., New York 
ity 


Morey Decorative Studios, 135 Columbus Ave., 
Boston, Mass. 


WIRE FRAMES 


Zilincar & Stran, Inc., 944 S. Flower St., Los 
Angeles, Calif. 


WOOD CARVINGS 


Klise Mfg. Co., S. Cottage Grove St., S. W., 
Grand Rapids, Mich. 

Oriental Display Fixture Co., 251 Meserole St., 
Brooklyn, N. Y. 

Ornamental Wood Products Co., Detroit, Mich. 











94 DISPLAY WORLD 





W. L. Stensgaard, president of the International Asso- 
ciation of Display Men and display director for the Stewart- 
Warner Corporation, Chicago, IIl., addressed the sales con- 
vention of the Hickok Co. on Thursday, January 5. The 
Hickok Co. is well known to the display field because of its 
aggressive use of window displays and the wonderful co- 
operation it has been able to secure from displaymen gener- 
ally. It is a well-known fact that the use of window dis- 
play has played a very big part in the wonderful sales suc- 
cess of Hickok belts and beltograms. From there Mr. Stens- 
gaard proceeded to Toronto to take care of I. A. D. M. con- 
vention business, and on his return to Chicago stopped over 
at Detroit on January 9 to address the Michigan clubs. 





Louis E. Blenderman, since May, 1925, display and ad- 
vertising manager for the Stein Bros. Department Store at 
Hastings, Neb., has resigned to accept a similar position 
with the S. N. Wohlbach store at Grand Island, Neb. Mr. 
Blenderman has had an interesting display career, being at 
various times with the T. S. Martin Co. and Orkin Bros., 
Sioux City, and later with the Boston Store at Council 
Bluffs, Iowa. Before assuming his last position he was an 
assistant in the display department of the J. L. Brandeis 
Co. at Omaha. 





Dan Hines, chairman of the publicity committee of the 
International Association of Display Men and assistant dis- 
play manager for the Stewart-Warner Corporation, Chicago, 
Ill., has been confined to his home on account of illness. 
His many friends wish him a speedy and complete recovery. 





Edwin J. Hamilton, formerly display manager for Ander- 
son’s, Portsmouth, Ohio, has assumed the post of display 
and decorating officer for the Salvation Army divisional 
headquarters at Columbus, Ohio. 





H. L. Alenier, formerly display manager for Shartenberg 
& Robinson, New Haven, Conn., has assumed charge of dis- 
plays for Strauss & Co., Broad Street, Newark, N. J. 





Gene Podell formerly of the Saks-Fifth Avenue display 
staff, has joined the department at Wallach Bros., men’s fur- 
nishers, New York City. 





Geo. W. Johnson, who was display manager for Fantle 
Bros., of Sioux Falls, S. D., has now accepted a position with 
the Mendenhall Co., Palo Alto, Cal. 





Waldon Shafer, formerly of the Knox & Dobbs stores and 
more recently with Lord & Taylor, New York, has been ap- 
pointed display manager for Chandler & Co., Boston, Mass. 
His assistant is Harold Ambrose, who has been in the display 
department of the Jordan-Marsh Co. 





Robert Braun, chief decorator for Robert Zwieback u. 
Bruder, Vienna, arrived in New York recently to study Ameri- 
can display techniqiie. During his six months’ stay here he 
will cover a number of cities. 





A. T. Sirota has been appointed as display manager for 
the Walthal Electric Co., 61 Cortlandt St, New York City. 
This organization is known as one of the largest in the retail 
radio field, doing an enormous business in the heart of the 
downtown financial district. 





When the new Ford was exhibited at Louisville, it was_ 
shown in the midst of a decoration fashioned by M. F. 


Hershey, display manager for the Stewart Dry Goods Co. 
Later Mr. Hershey showed one of the new cars in the Stewart 
windows. 





A Display by the Henning Mills, Orebro, Sweden, Inspired 
by Ideas Gained from DISPLAY WORLD 


Edward Saunders has quit the staff of the Saks-Fifth 
Avenue store, New York City, to become display manager 
for Dobbs & Co., Broadway and Liberty Streets. 





Frank Smith, recently in the display department at 
Bloomingdale Bros., has become display manager for Bellas- 
Hess & Co. 





Herman Dultz, display manager for Bloomingdale Bros., 
New York City, is rounding out his twenty-fifth year of 
service in this post. In point of continuous employment he 
is excelled by but one New York veteran, Herman Franken- 
thal, who heads the display organization at Altman’s. 





A change in the personnel of the display department at 
Oransky’s, Des Moines, Iowa, has brought B. Beck to the 
position of display manager. He was formerly with Carley’s. 





Earl Ray Smith has been appointed display manager for 
the Oakland (Cal.). unit of Bedell’s, replacing E. St. Claire, 
who resigned to accept a position with Goldman’s. 





“Stylization” 
(Cotninued from page 26) 


display. Such a conclusion is wrong. My contention 
is that it is an established fact that the principal busi- 
ness of the advertiser is to acquaint the retailers’ trade 
with what he has to sell. If he chooses at still greater 
expense to create a consumers’ demand for the product 
he goes still farther along the highroad of advertising, 
but, no matter how great his campaign, he cannot omit 
window display. It constitutes the final urge at the 
point of sale and is the type of advertising that “makes 
all the other advertising make good.” To insure its 
“making good,” he cannot afford to engage any kind of 
a service and fling his contract out at the eleventh hour. 
He cannot afford to be content with a shabby decoration 
if he wants to invest his product with a character and a 
personality of its own. 
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FOR SALE 
ONE COMPLETE SANTA CLAUS WORKSHOP 


consisting of five groups of mechanical figures which 
form a band, carpenter shop, blacksmith’s shop, paint 
shop and a doll factory. Original cost, $10,000. Will 
sell for $3,500. For further information write 


J. H. RICHTER, Director of Displays, 
THE FAIR, Chicago 


SHOW CARD OUTFITS 


perienced with the newest 


necessary weight. 


outfits formerly used. ‘Paid for 


many times over.” 


carder.” 

for it. 
SHOWCARDER, INC., 

University at La Salle 








FOR SALE 


Life size Mechanical Bear and 
Trainer; also one white Rein- 
deer with crystal harness. Ideal 
for Christmas toy window. 
Price, one-half of original cost. 
Photographs on request. 


The Strouss-Hirshberg Co., 
Youngstown, Ohio 





1101 S. Third St., 


SPADCO OSCILLATORS 


operate on 110 volt A. C., consume less 
current than motorless flashers, and weigh 
and cost about the same. They replace 
small motors and reducing gears. Sizes 
range from smallest required to operate 
lithograph cut-outs, window and counter 
display, up to panels, flashers and sign- 
boards. Manufacturers of Animated Prod- 
ucts and Bank Service Advertising who 
desire cheaper, lighter and simpler move- 
ments are invited to correspond with our 
engineering department, submitting samples 
or blue prints for estimate and advice as 
to the adaptability of Spadco Oscillators 
to their exclusive requirements. 


Specialty Advertising Device Co., 
Evansville, Ind. 


display and store equipment. 
request. 


Cincinnati, Ohio. 


THE SHOWCARDER supplies the inex- 
up-to-date 
materials in stencil form for lettering 
signs, price tickets, streamers, banners. 
No complicated scaling systems, no un- 
Patented March 
1926. Adopted by leading chain store sys- 
tems to replace cumbersome, old-style 


“Turns out signs as 
good as a professional.” “Easily surpasses 
my old outfit in style and speed.” “I get 
duplicate orders for signs without ever 
asking for them—thanks to my Show- 
Folder explains everything. Write 


St. Paul, Minn. 


Displaymen, Display Services, Salesmen 
and Selling Agencies, we have a very at- 
tractive proposition to offer in the handling 
of our complete line of quality window 
Further par- 
ticulars and copy of new Catalog “G” upon 
The Cincinnati Show Case & 
Display Fixture Works, 232-240 Main St., 








32 E. 10th St. 
Tel. Styvasent 9910 








Rentals, Repairs, Exchanges, Purchases 
and Sales of Used Display Material in 
Good Condition from the Leading Depart- 
ment Stores of the New York City zone. 


Metropolitan Display Fixture Service 
New York City 








POSITION WANTED 


Experienced window trimmer 
and card writer now open for 
position; five years’ experience ; 
excellent references; medium 


size city preferred. 


HARRY PHILLIPS 


319 Ninth Ave. McKeesport, Pa. 








WANTED 


One aggressive display man in each city 
to sell the Quincy Line of Window Dis- 
play Fixtures. Liberal commission. 


The Quincy Show Case Works 
QUINCY, ILLINOIS 


leading canvas-covered factory 


ments. List prices on demand. 


18 West 2ist St. 














FOR SALE—See illustration, page 69, Feb- 
ruary Display World, of the heavy fleece- 
lined Jersey cloth window sock for deco- 
rators. 75c pr., $4.25 half doz., $8.00 doz., 
postpaid. An elastic band is taped and 
sewed in the top. Patented May 20, 1924. 
Fits over any shoe. Order by size shoes 
worn. J. M. WALTERS, Mfr., 220 South 
Benton Way, Los Angeles, Cal. 


| Use the 


Forms for the 


FEBRUARY ISSUE 
Close 




















PAASCHE SPRAYING OUTFITS 

The Paasche Airbrush Co., Chicago, III, 
nounced two practical, low-priced spraying outfits, enabling 
every display department to add one to its production equip- 
ment. It makes possible the economical refinishing of fix- 
tures and decoratives and production of new backgrounds 
With one of these outfits it is easy to 
apply brushing lacquers, paints, varnishes, enamels, shellacs, 
Outfit JD is hand operated and sells for only 
Outfit F407 is electrically operated and sells for 
Descriptive circulars will be gladly sent upon request. 


and display units. 


bronzes, ete. 
$15.00. 
$61.95. 





ESTERBROOK ADS LETTERED BY EINSON 
The hand-lettered advertisement of the Esterbrook Pen 
Co., Camden, N. J., makers of Drawlet pens, which appears 
in this issue, is the work of Abe Einson, one of the foremost 
Drawlet pens weer used 


lettering artists of New York City. 
excluisvely in making the ad. 


has just an- To insure a 


contest for the 


AUTO ASSOCIATION CHOOSES WEBER 


ing a convention decorator. 


DISTRIBUTORS WANTED 


In all of the large cities to handle our 


Liberal commission to capable men. Forms 
fully guaranteed as to shape and measure- 


S. M. Benjamin Model Form Co. 
New York City 


OPPORTUNITY EXCHANGE 


SATURDAY, FEBRUARY i11 








setting for their show opening, January 15, 
at Music Hall, Cincinnati, which would not detract from the 
hugeness of the exhibition halls, officials of the Cincinnati 
Automobile Dealers’ Association took great pains in pick- 
Their choice finally rested upon 
John F. Weber, display manager for the Mabley & Carew 
department store, who won a reputation for interior deco- 
ration during the past summer by spectacular handling of 
his firm’s fiftieth anniversary celebration. 





DAVIS WINS DISPATCH CONTEST PRIZE 
Robert Davis, display manager for the Morehouse-Martin 
department store, Columbus, Ohio, received first prize in the 
best outdoor Christmas trim in Columbus 
staged by the Columbus Dispatch. The award was a splendid. 


silver loving cup. 
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Plans Laid for New York Fete 


Metropolitan Club Names Committees for the Annual 
Dance; Old Panel of Officers Re-elected 


By VICTOR W. SEBASTIAN 
Publicity Director, New York Metropolitan Club, New York 


LL members of committees of the New York City 

Club report an extremely busy month’s work in 

rounding up new members, getting affairs in shape 

for the ensuing year, and in preparing plans for 

the annual ball to be held at the Hotel Pennsylvania Roof, 

Saturday evening, February 18. In addition to these mat- 

ters, the annual election took place at the meeting on Mon- 

day evening, January 9, at the Hotel Kenmore, Fifth Avenue 
and Thirty-first Street, New York City. 

It was decided, after mature reflection by the quorum 
present at this meeting, that the happiest solution to the 
election was to continue the aggressive and inspiring work 
now under way by re-electing the entire board of officers 
and committee heads, but with this slight change, the addi- 
tion of a new office, that of second vice-president, and the 
elimination of the office of financial secretary, his duties 
being taken over by the recording secretary. 

Thus the entire panel of officers for 1928 will be: Presi- 
dent, Jerome Jaffrey; vice-president, J. N. Northrop; second 
vice-president, W. G. Shiell; treasurer, Walter Wehner; 
recording secretary, J. Graham Waters, and ‘the following 
board of trustees: George Rooney, Herman Frankenthal, 
J. J. Cronin, E. Munn and J. Dougherty, all of whom are 
past presidents. 

For the annual ball, Walter Wehner was appointed chair- 
man of Committee of Arrangements with the following to 
assist him: Hans F. Ihle, W. G. Shiell, Sebastian Wahl, Wil- 
liam Tormey, J. F. Chord and V. W. Sebastian. Secretary 
Waters reports a large advance sale of tickets, but recom- 
mends reasonable haste in order to secure proper table 
reservations. Over 600 are expected to attend this growing 
annual event. 

That the fairer sex are showing progress was evidenced 
by the application from a young lady display manager of a 
Fifth Avenue store and the membership voted affirmatively 
on this departure. 

The new members voted upon and approved were: Rich- 
ard Schoenfeld, display maanger of the large Maillard Candy 
Co. chain, of Long Island City, N. Y., and Maurice Solomon, 
display manager for the Adler chain of shoe stores. 

Discussion of a favorable nature also rotated around 
holding the 1929 I. A. D. M. convention in this city, and a 
preliminary committee appointed to secure details of suit- 
able exhibition halls and gathering places. 

Al Weintraub, display manager of Levy Bros., Elizabeth, 
N. J., announced that -he has opened a school for window 
dressing, show card arts and advertising for evening ses- 
sions only at 267 Goldsmith Avenue, Newark, N. J. J. P. 
Northrop, vice-president, also conducts a window display 
school at Brooklyn, N. Y., with a capacity class of ambitious 
young displaymen. 

The meeting was concluded by the reading of a manuscript 
from the executive offices of the I. A. D. M., entitled “Mak- 
ing a Cathedral,” which proved to be a highly inspirational 
document and covered forcefully the value of association 
work and the unremitting work required from all members 
to make it an unqualified success. It was the unanimous 
opinion that every member throughout the country should 
receive a copy by mail for their personal reflection and 
study. 

And the final word was, “Don’t forget to be on deck at 
our big annual ball on February 18.” 





PHILADELPHIA PLANNING ANNUAL DINNER 

The Philadelphia Association of Display Men is planning 
to stage the first of a series of annual dinners at one of the 
downtown hotels toward the last of January. This will cele- 
brate the first anniversary of their organization and will be 
made into an impressive event, according to Secretary Harry 
Rosen. 
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Get New Ideas on Design 





















Through This New 
Practical Book By Halsted 











150 Pages of Designs---50 Text Pages 








For 
Displaymen 
Card Writers 
Designers 
Sign Men 
Art Teachers 
and Students. 


ORDER 
NOW 


$5.00 


PeriCopy 


CHAPTERS IN THIS BOOK INCLUDE: 


The Commercial Desire to Beautify, Environment, Anatomy of 
Design, Planning of Ornament, Surface Patterns, Rosettes, Borders, 
Corners, Balanced Arrangement, Scrolls, Naturalistic and Conven- 
tional, Composition, Characteristics of Design, Panel Construction, 
Adaptability of Layout to Design, Conventional Floral Designs, Space 
Fillers, Decorate Construction, Color in Design, Power of Suggestion, 
Window Decorations, Polychrome Work and Process Stencil. 


A Dandy Book for the “Cutawl” Operator, Too 


1 DISPLAY WORLD, Cincinnati, Ohio 
+ CJ Enclosed find $5.00, for which send copy of Halsted’s Book, postpaid. 


8 Enclosed find $6.00, for which send me DISPLAY WORLD for one year and a copy of 
Halsted’s Book, postpaid ($6.50 for Canadian and foreign orders). 
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A REMARKABLE OFFER! 
While Present Edition Lasts 
The Well-Known Koerber Book 


“The Art of Draping” 


REGULAR PRICE, $3.00 


Thousands of copies have been purchased by 
displaymen everywhere. If you do not have a 


copy, get yours now 


AT THIS GIVE-AWAY PRICE 


This book is a complete,*modern and practical text and 
reference book on the subject of mercantile and display 


™ 


if 


DRA PING 








‘ CONTENTS 


The Fundamentals of Draping. 

Fixtures—What They Are ahd Their 
Importance. : 

How Records Are Kept in Display 
Department. 

Efficiency in Decorator’s Room. 

General Knowledge of Merchandise. 

The Structure of Drapery. 

Ornamentation of Drapery. 

Importance of Color and Color Har- 
mony. 

A Chart of Colors and Combinations. 

Combining Colors by Use of Color 
Chart. 

Some Pertinent Advice. 

Errors to be Avoided. 

Draping Examples Illustrated and 
Described. 








draping. It covers 
the subject thor- 

oughly, comprehensively and authoritatively, and is profusely illustrated with 
diagrams, pen drawings and photographs, 





The contents of this book is a revelatioy, as it comprises the experiences of 
a life spent in the execution of original and artistic display settings by the 
country’s foremost draping authority. a 


It is written in a way to be of equal value to the student or professional. It 
tells you just what you want to know, just how to make the popular drapes 


so essential to modern display presentation, how to handle fabrics without’. 


injury or soiling, goes into detail on how to proceed, shows by diagram the 
various steps, and then illustrates the finished drapes by actual window 
photographs. Pe ny att 


Substantial cloth binding, 128 pages—size, 744x 10%. Order your copy 
now. It will prove invaluable as an instructive guide or reference 

Remember that the opportunities in any specialized calling depend upon 
one’s intimate knowledge of the art and skill involved therein. Draping is 


a prime essential of modern window display embellishment, whether or not ~ 


you have availed yourself of its advantages in your own display work, 


Therefore, endeavor to learn the principles of the draping art, because you 
may be called upon at any time to im¢orporate it into your own work, 
Jerome A. Koerber knows his subject and imparts it intelligently, simply 


and thoroughly through his book The Art of Draping. It should be avail- 
able at all times for study and reference, and you can have your own copy 
now at half price, only $1.50. 


Thousands of copies have been sold, and there is every reason to believe 


that this book has been instrumental in the great revival of display draping. — 


Every displayman-decorator will find the ownership of this book a profit- 
able, educational and permanent investment. j 


Now $1.8SO Postpaid 





Combination Offer: Pie PA EDRLD neale gan aeon, oie $ 3 : 0 0 


A copy of THE ART OF DRAPING, regular 





$5.00 value, for a limited time only, both for 
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THE DISPLAY PUBLISHING CO., 
1209 Sycamore Street, Cincinnati, Ohio. 





The Display Publishing Co. 


Publishers 


1209 SYCAMORE STREET 
CINCINNATI, OHIO 


Gentlemen: Enclosed find money order for $1.50 
for one copy of KOERBER’S ART OF DRAPING © 
at the special rate. 






































